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5 Cents a Copy, $1 a Year 


Vol. 5, No. 13 
“Girls Want Money?” queries 


magazine circulation manager. 
Better use an exclamation 
next time. 


point 


7.7 F 


Mutt insists that Jeff wash his 
socks with Lux. These boys have 
been peeking in the chorus girls’ 
dressing-rooms. 

7, Ft 

A packer of vanilla extract is 
using a specially designed 
which can’t be overturned. 
like a good idea, but the wrong prod- 
uct. 

. v 

And now an “answer-back” device 
for radio sets has been invented, per- 
mitting the audience to register 
“ves” or “no.” Some listeners will 
insist on another button labeled 
“lousy.” 


_ we 


Over 51,354 grocers went out of 
business in 1933, ADVERTISING AGE re- 
ports. One more proof that last year 
a lot of people didn’t bring home the 
bacon. 

~~ vv F 


Chester Lang’s latest bon mot: 
Most publie speeches, instead of be- 
ing spread on the minutes, ought to 
be spread on the lawn. 


a ow 


Davol Rubber’s dealers praised its 
window cut-out featuring an _ un- 
draped feminine figure, but it’s still 
wondering whether the praise was 
artistic or cash-register. 


ee 


“Give the children a can of Ab- 
sorene to play with,” suggests the 
advertiser. “It will keep them quiet 
for hours.” 

Why not give the little rascals a 
Colt’s revolver—it ought to keep ’em 
quiet indefinitely. 

7, Vv F 

Fred Millis, co-op advertising au- 
thority, says lots of business men 
like to get a free ride on the industry 
campaign. Every car needs a rum- 
ble-seat. 

-~ = 


A cod-liver oil bottle won a prize 
at the packaging show. There’s an 
occasional ray of sunshine in the 
darned stuff, after all. 


i, ef 


It seems that Dillinger rode out of 
Indiana in a Ford V-8. But that’s 
ho testimonial—he could have done 
it on a velocipede. 


oo 


American Radiator says we're to 
have cold winters for five mcre years. 
The guy who put that prediction in 
the almanac is going to get shot. 


vgy¥$ey 


The Hudson Bay Company plans 
to advertise, after thinking it over 
for 264 years. Some agency account 
Man has an awful lot of patience. 


' » 


Matrix shoe advertising now fea- 
‘tures style as well as comfort. Any 
Student of feminine psychology could 
‘ave predicted this a long time ago. 


v ¥ v 
Danielson & Son, who've been at it 


‘ince 1886, are liquidating. It was 

4frand name then, and it still is. 
v 7 v 

Under NRA, instalment advertisers 

“ust tell how much the service costs. 

‘he only easy money now permissible 

mes from Washington. 

Copy Cur. 


bottle | 
Seems | 


SPEED FEATURED 
IN NEW DR. WEST 
DENTIFRICE COPY 


‘“Double-Quick”” Paste Will 
Replace Regular Item 


(Picture on Page 26) 


Chicago, March 29.—Backed by a 
newspaper and magazine campaign 
which heralds a new development in 
tooth paste manufacture and a net- 
work radio program which offers a 
live premium for what is believed to 
be first time in radio history as an 
inducement for trial of the product, 
the Western Company’s new Dr. 
West’s Double-Quick Tooth Paste, 
which has just been launched on the 
national market, will eventually en- 
tirely replace the present product, 
known simply as Dr. West’s Tooth 
Paste. The new product will be 
available throughout the country as 
soon as production schedules allow, 
according to Kenneth Laird, vice- 
president in charge of advertising. 

The campaign on the new paste 
was started with black and white 
pages of modified strip type in the 
March 17 issue of the Saturday Eve- 
ning Post... “Why let old-fashioned 
i es on TOR pe pastes rob you 
of really white teeth?” was the chal- 
lenge in the first advertisement, 
while the second will ask “Why 
waste your time with slow-cleansing 
tooth pastes that are only partially 
effective?” Variations of this time 
and effectiveness theme will carry 
through the balance of the magazine 
copy and into the newspaper space 
scheduled for key cities from coast to 
coast. 

At the same time, as reported in 
the March 17 issue of ADVERTISING 
AGrE, the Western Company is testing 
the effectiveness of radio over a ma- 
jor chain for the first time in its 
history. Starting March 26, it is 
recreating over a split NBC red net- 
work, the thrills which Gilbert Pat- 
ten, under the pen-name of Burt L. 
Standish, packed between the paper 
covers of Frank Merriwell’s adven- 
tures. Scripts are being written by 
the 70-year old creator of young 
America’s idol of a quarter of a cen- 
tury ago, and aside from a moderni- 
zation in language and activities to 
make the hero a counterpart of and 
understandable to a modern genera- 
tion, are in essence the same as those 
in which Frank Merriwell lived and 
conquered in the late 80’s and early 
90’s. Again, he will win the game 
for Fardale Academy; again he will 
foil the bully, Bart Hodge, and again 
win favor in the eyes of beautiful 
little Inza. 

The program offers as a premium 
live Louisiana racing turtles—a 
hardy variety of turtle measuring 
less than two inches in length which 
can be mailed without harm. Two 
Double-Quick cartons are required for 
the premium. 

As a starter, the program is being 
heard from 5:30 to 5:45 Monday, 
Wednesday and Friday afternoons 
over WFBR, Baltimore; WEEI, Bos- 
ton; WBEN, Buffalo; WTAM, Cleve- 
land; WTIC, Hartford; WEAF, New 
York; WFI-WLIT, Philadelphia; 
WCAE, Pittsburgh; WCSH, Port- 
land; WJAR, Providence; WGY, 
Schenectady; WRC, Washington; 
WTAG, Worcester. 

In addition, electrical 


transcrip- 
(Continued on Page 24) 
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Two typical advertisements in a 
new newspaper series for Cunard 
Line, stressing first class facilities. 


DRIVE FOR SALE 
OF ONE MILLION 
COPIES OF BOOK 


Advertising of ‘‘Anthony Ad- 
verse’ Enters | New Phase 


New York, March 29.—Already en- 
joying the greatest sales of any cur- 
rent fiction in over 50 years, “An- 
thony Adverse” is now seeking still 
greater laurels with the aid of a 
new advertising campaign, present- 
ing a fundamentally different appeal 


On Long 


U. S. Reverses Ruling 


Cigarettes; 


Lower Taxes Sought 


Washington, D. C., March 29.—-The 
United States commissioner of in- 
ternal revenue announced today that, 
with the approval of the Secretary 
ot the Treasury, he had decided to 
revoke his ruling of Dec. 11, 1933, 
approving for use by the Axton- 
Fisher Tobacco Company, Louisville, 


of packages containing five cig- 
arettes, each 11 inches long, and 
classifying them as class B cig- 


arettes, taxable at $7.20 a thousand. 

Revocation of this ruling will au- 
tomatically eliminate this company’s 
Head Play brand, now being sold in 
southern states for eight cents a 
package, from the market, since use 
of the unusual size was brought about 
solely by the company’s desire to pro- 
duce a cigarette more cheaply than is 
possible under the standard-size cig- 
arette tax rate. 

Introduction of the new jumbo size 
cigarette, which is designed to be cut 
into standard size lengths by the 
user, was reported in the Feb. 10 
issue of ADVERTISING AGE. 

In announcing his decision to re- 
voke the ruling, the commissioner 
declared that the tobacco company 
has been notified, and that it wili be 
given an opportunity before an effec- 
tive date for the revocation is fixed 
to present evidence “as to commit- 
ments or purchases of materials for 
this special type of cigarette made 
by it after receipt of the bureau's 
letter of approval and in reliance 
upon it.” 


Opens New Markets 


It is declared that the 11-inch cig- 
arettes are manufactured to retail at 


} 


eight cents per package, and accord- 
ing to the bureau “it was the conten- 
tion of representatives of the com- 
pany who conferred with officers of 
ithe treasury on March 1, when the 


from those used heretofore, which | question of revocation of the Dec. 11 


will probably be continued 
“market saturation” is reached. 
(Continued on Page 24) 


until | ruling was discussed, that the market 


| for them was largely among users of 
‘roll-your-own’ cigarettes and there- 


Last Minute 


News Flashes 


Spiner Named Assistant Shell Advertising Manager 
St. Louis, Mo., March 30.—Appointment of L. H. Spiner as assistant 
manager of the sales promotion-advertising department of Shell Petroleum 


Corporation was announced today by 


L. van Eeghen, vice-president. 


Mr. Spiner joined the Shell organization five years ago as a district 
manager in the Shellane division of the technical products department, 
subsequently being made sales manager and later manager. 


General Motors 1933 


Earnings $83,000,000 


New York, March 31.—Net earnings of General Motors Corporation 
for 1933 were $83,213,676, the corporation's annual report reveals, equal 


to $1.72 per share on common stock 


after preferred dividends. This is a 


phenomenal increase from the $164,979 earned in 1932. 


Net sales in 1933 were 
1932, a gain of 31.6 per cent. 


$569,010,542, 
Total sales to dealers, in units, 


$432,311,868 in 
were 869.,- 


compared with 


035, as against 562,970 in 1932, a gain of 54.4 per cent. 


Norman Drescher Leaves Valentine & Co. 
New York, March 30.—Norman W. Drescher, vice-president in charge 
of sales and advertising for Valentine & Co., makers of Valspar varnishes, 
has resigned after 23 years’ service with the company. 


Packard to Enter Lower Price Field 


Detroit, 


Mich., March 30.— Packard Motor Car Company 


will soon 


market a new low price car which will not compete in the Packard price 


range, Alvan 
holders today. 


Macauley, 


president, announced in a 


statement to stock- 


fore their sale would not result in 
reduction of federal revenue.” 

However, officials of the bureau 
and of the Treasury Department now 
take the position that “this form of 
package and cigarette should not 
have been approved” in the class B 
group, “as this constitutes a mani- 
fest evasion of the revenue act.” 

In the meantime, hearings on the 
contention of cigarette manufactur- 
ers that federal taxes on cigarettes 
should be reduced, proceeded before 
a committee of the house of repre- 
sentatives, with Junius Parker, New 
York attorney representing 22 cig- 
arette manufacturers, including the 
“big four,” urging a 40 per cent de- 
crease in existing taxes. 

The so-called 15-cent cigarettes 
would be priced at ten cents if this 
reduction were made, Mr. Parker de- 
clared, and the price of present ten- 
cent smokes could be dropped to eight 
cents. Some manufacturers would 
increase the size of their product 
units, he predicted, while others 
would change their prices as well as 
the size of their packages. 


Graduated Tax Sought 


Another suggestion, by which the 
tax on cigarettes would be graduated 
according to the selling price, has 
stirred up much interest and contro- 
versy here. A graduated tax would 
in effect constitute a subsidy for the 
ten-cent brands, the “big four’ con- 
tends, while other units in the field 
maintain that such a tax would in- 
crease advertising and sales and thus 
result in increased revenue for the 
government. 

As refutation of this point, the 
Treasury Department has pointed out 
that a new high mark has been set 
in the sale of cigarettes during the 
first two months of 1934, with Jan- 
uary showing a gain of 33 per cent 
over 1933 and February a gain of 16 
per cent. For the two months, the 
treasury reports, output passed the 
20 billion mark for the first time in 
the history of the industry, more 
than four billion ahead of the same 
period in 1938. 

Nevertheless, the treasury is ap- 
parently at least open to argument on 
the proposal that the tax on Ccig- 
arettes retailing for ten cents a pack- 
age of 20 be reduced from $3 per 
thousand to $2.70, and the senate 
finance committee has promised to 
study the idea. 


Switch to Day 
Program Proves 
Value to Spratt 


New York, March 29.—A radio ad- 
vertising plan involving a big name 
and inexpensive time, conducted by 
Paris & Peart, has proved successful 
for Spratt’s Patent, Ltd., dog foods. 

The agency is concluding 13 weeks’ 
broadcasting of a 15-minute program 
every Sunday afternoon at four 
o'clock, which features Albert Payson 
Terhune, author, naturalist and au- 
thority on dogs. The program has 
been announced with small space ina 
large list of newspapers, inserted the 
day of the broadcast. Newspaper 
copy titles the series, “Thrilling Dog 
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ADVERTISING AGE 


March 31, 1934 


Stories,” dramatized and broadcast | 
by Albert Payson Terhune. 


“For three years prior to 1934) 


split network. A coast to coast hook- | Housekeeping, Hunting and Fishing, | austry. It is evident that a man’s in- 


|up is now being used.” 
Following Terhune’s dramatization | tional Sportsman, 


|National Geographic Magazine, 


Spratt’s has always had an evening|of a true dog story, the announcer | Post and Woman’s Home Companion. 


program,” said Blount Slade, Paris &| 
Peart account executive. “Hereto-| 
fore we have put the bulk of our ra- 


dio appropriation into expensive time| package of 


offers 


the 


listeners-in a 
trated booklet on the care and feed-|as 


free, 


illus- 


ing of dogs, together with a sample 


Spratt’s 


products. 


Not 


and spent a relatively modest amount} more than 25 per cent of the requests, 


for talent. 
procedure and studied the results. 


Appropriation is Doubled 


“We found that in spite of the fact | cludes, 
that we were obliged to place Mr. |newspaper advertising, copy in a long|try. 
of national 

half-column 


Terhune opposite an outstanding Sun. | 
day program, the returns from the 
daytime period are excellent and the 
sales curve is up. The comparison 
cannot be made directly, however, as 
heretofore we used spot time or a 


The 


campaign 


for 


This year we reversed the} Mr. Slade said, came from children. 
Spratt's 


this 


Copy stresses dry feeding, as well 
Spratt’s dog foods. The rival 

school of thought endorses soft feed- 

ing with canned foods, such as Chap- 

|pell Brother’s Ken-L-Ration. 

| According to reliable estimates, one 
out of every ten dogs in the United 


year, the appropriation for which is| States is given prepared food, and 


nearly double that of 
in addition to the radio and | 000,000 unlicensed dogs in the coun- 


list « 
year’s 


last 


magazines. 


year, in- 


Last 


advertisements 


have been increased, in nearly all in- 


The 
and 


list 
Gardens, 


| stances, to full columns. 
comprises 


Better 
Cosmopolitan, 


Homes 
Good 


there are 12,000,000 licensed and 3,- 
| Estimates made by manufactur- 
ers of dog foods of the total amount 
spent for their products range from 
$14,500,000 annually to four times 
| that amount. 

The depression, says Mr. Slade, has 


Na-| come bears no relation to his willing- 
Saturday Evening |ness to buy whatever food he thinks 


is best for his dog, hence the returns 
on the advertising of reliable prod- 
ucts. 


Names Arthur Mogge 


The automotive division of Gar 
Wood Industries, Inc., Detroit, has 
appointed Arthur R. Mogge, Inc., 
Chicago, to handle advertising of 
AROFLO Streamline fender guards. 


Peck Names Liggett 


Carr Liggett, Inc., has been ap- 
pointed to handle advertising of the 
Peck Engraving Company, Cleveland. 
The company has just installed new 


not radically affected the dog food in-| engraving presses. 
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oin the Big Parade 
Reach Atlantic City’s Millions 


OUTDOOR ADVERTISING. roe THE MEDIUM OF LEADERS 


READ THIS LIST OF OWNERS OF DOMINATING BRAND 


WHO USED OUTDOOR ADVERTISING TW iss; 


Reproduction of the first double-page spread in February Issue of FORTUNE, the beginning of an active 
campaign by the Outdoor Advertising Industry in which The R. C. Maxwell Company is participating 
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An Outdoor Audience Can Only Be 
Reached Outdoors 


With the definite trend toward shorter working 
hours, resulting in the employment of more 
people, there is created more leisure time for 
visiting Atlantic City and the 13,785,800 cir- 
culation during 1933 should be materially in- 
creased during the coming year. 


There is only one Boardwalk—THE ATLANTIC 
CITY BOARDWALK. Here is a congregating 
point for millions of prosperous prospects. Our 
dominant Outdoor Advertising locations pre- 
sent an opportunity to the advertiser to effec- 
tively impress these millions while in a receptive 


frame of mind. 


Particulars on any type of outdoor advertising 
along the Boardwalk will be furnished upon request 


He B.C: Maxwell Co. 


IPANA TO JOIN 
IN SEARCH FOR 
DENTAL BEAUTY 


New York, March 29.—The search 
for the most beautiful feminine smjJ. 
by the Dental Charm Committee of 
the 1934 Century of Progress fx. 
position in Chicago will involve ay 
enlarged tie-up program by Bristo}- 
Myers Company on behalf of Ipana 
toothpaste. 

Announcement will be made Apy’i! 
4 during the Ipana “Hour of Smiles” 
featuring Fred Allen. Time on 
future broadcasts will be shared by 
Ipana in the nation-wide drive to 
find the “Dental Charm Girl.” 
Last year, Ipana’s. tie-up 
largely local. The contest was con- 
ducted among Northwestern Uni- 
versity co-eds, since they represent 
many sections of the country.  Lil- 
lian Dillard, Birmingham, Ala, won 
and became hostess at the Ipana dis- 
play at the World’s Fair. 

Ipana does not plan to employ the 
winner this year. The three most 
charming contestants will be invited 
to the exposition and during their 
visit will be guests of the committee, 
After that, Bristol-Myers will treat 
the winner to an extended visit in 
New York. 


To Use Interviews 


was 


Time devoted to the search on the 
Ipana program will be used in inter- 
views with judges of the contest on 
the general subject of dental charm 
and matters pertaining to teeth and 
gums. Nancy Frazer, chairman ‘of 
the committee, will conduct the in- 
terviews, getting beauty and charm 
ideas from McClelland Barclay, Mar- 
jorie Wilson, Francis Ingram and 
other judges to be announced later. 

There is some prospect of Ipana’s 
tying in with its newspaper adver- 
tising, but except to announce the 
winner after the contest is concluded 
magazine copy will not be influenced 
by the search. 

Smile photographs of women and 
girls will be sought first. Of all the 
entrants 100 will be selected and 
asked to visit their own dentists for 
a certificate and chart covering the 
condition of the teeth and gums. Ex- 
pense of these examinations will be 
borne by the Dental Charm Com- 
mittee. The three entrants with 
highest ratings will be selected from 
this group of 100. 

Bristol-Myers, incidentally, is en- 
larging its world’s fair activities by 
planning a more extensive exhibit 
than a year ago. 


Special Sales 
On Canada Dry 


New York, March 29.—In a 10-day 
sale which closes April 7, Canada Dry 
Ginger Ale, Inc., is selling a pack- 
aged combination of three large bot- 
tles of ginger ale regularly sold at 20 
cents each for a total of 49 cents, 
plus five cents per bottle deposit. 

The package is of Easter inspira- 
tion, with pictures of an egg and bun- 
nies. It points out the saving by not- 
ing the regular price for three bottles 
is 60 cents, plus bottle deposits. 

Only in the bottle return areas is 
the Easter sale effective. This in 
cludes practically all of the east and 
middle west, south as far as Wash- 
ington and west to Kansas, and the 
Pacific coast. 

Previous package combinations 
have always been very successful as 
sales stimulators, executives say. 


With Badger & Browning 


A recent item, stating that adve™ 
tising of the Burrowes Corporation, 
Portland, Me., had been placed wit! 
the H. B. Humphrey Company, Bo* 
ton, was incorrect, ADVERTISING AGP 
is informed. The account of the Bur 
rowes Company remains with Badge" 
& Browning, while the Humphrey 
agency is working with the distribu: 
tor of a Burrowes product, Health 


Window. 
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A MARCH OF ADVERTISERS INTO “TACTORY” 


Every manufacturer is faced with the necessity of doing some- 
thing about these two questions. How can the product be 
improved? Where can plant operating costs be reduced? 
Profits hinge on the answers. 

The responsibility for the answers rests on the shoulders 
of the plant operating men. They alone know where and how. 
It is their job. They are the men who will recommend new 
machines and methods—changes in processes and materials— 
plant improvements and modernization. And their answers 


These are not idle wishes. 


will be converted into orders. 


Obviously then they are the men to be sold today. No 
one questions their importance it the buying picture. Any 
selling-advertising plan that does not “cover” these vitally 


PERHAPS 


you have felt that your product 
was different, and didn’t belong in 


“Factory.” The chances are you will find it in this list of 
widely diversified products that are now being advertised 


in “Factory.” 


Acetylene Welding 
Air Conditioning 
Air Filters 


Floor Repair Materials 
Frequency Meters 
Fuses 


Recording Instruments 
Recording Thermometers 
Recording Voltmeters 


important plant operating men is completely missing this 
influential group. And any plan to reach this group without 
the use of Factory Management & Maintenance is not the 
most effective and economical way of doing the job. 
“Factory” alone is published solely to provide its readers 
throughout the manufacturing industry with the answers to 
these two queétions—how to make a better product for less and 
how to reduce plant operating costs. It attracts only those men 
interested in these subjects—plant operating men. That is why 


there are more plant operating men reading “Factory” than 


any other business paper. 
—Which explains the why of the march of advertisers 
into “Factory.” 


11 new advertisers in January— 
13 new advertisers in February— 
25 new advertisers in March. 


Issue average, first quarter this 
year, over 1933—43% 


March “FACTORY” 103 pages of 
paid display advertising—an in- 
crease of 23 pages over February 


RECORD-BREAKING ISSUES FAR GREATER THAN 
THE NORMAL INCREASE IN ADVERTISING 


March “FACTORY” the biggest 
issue in 31 months. 


TORY.” 


More than 140 different kinds of 
products and services now adver- 
tised in “FACTORY.” 


—and February “FACTORY” car- 
ried 20 pages more than January. 


154 advertisers now using “FAC- 


In paid circulation—in advertising 
—‘FACTORY” is the leading gen- 
eral manufacturing publication. 


Alarm Systems Gauges Recording Wattmeters 
Aluminum Paints Gear Materials Reflectors 

Automati¢ Counters Gears Regulators 
Automatic Weld Timers Grating Respirators 

Auto, Time Switches Heating Systems Roller Bearings 
Automotive truck tires Heat Resisting Steel Roofing 

Ball Bearings Hoists Rope Drives 
Bearing Metal Hose Saws 

Bele Fasteners Industrial Consultants Scales 

Belting Industrial Trucks Speed Reducers 
Blowers Industrial Truck Tires Spray Guns 

Bulbs Instruments Spraying Equipment 
Bushings Lamp Hangers Stainless Steel 

Cable Taps Lift Trucks Starters 

Capacitors Light Meters Steam Engines 
Carbon Brushes Lighting Switches Steel Bars 

Chain Bele Conveyors Lubricants Steel Flooring 

Chain Drives Lubricators Steel Plate 

Chains Magnetic Switches Steel Shapes 


There is a growing realization that the 
first publication in which a product used 


ALL NEW 


Circuit Breakers 
Clutches 

Cold Drawn Steel 
Compressors 
Contract Manufacturers 
Conveyors 

ranes 

Cyclones 

Dust Arrestors 

Dust Collectors 
Hectric Cable 
‘lectric Heating 
“ectric Hoists 
“ectric Welding 
“ectrical Insulation 
~ectrical Supplies 
‘lectrical Testers 
Uevators 

‘actory Control Systems 
‘actory Furniture 
‘ences 

‘te Extinguishers 
“exible Couplings 


Mechanical Drives 


Mechanical Rubber Goods 


Metal Cutting Saws 
Meters 

Motor Controls 
Motors 

Multi-Belt Drives 
Nickel Metals 
Oilers 

Packing 

Paint 

Paint Pigments 
Paper Towels 
Photronic Equipment 
Pipe 

Pipe Unions 
Plastics 


Steel Siding 

Steel Strap 

Stokers 

Storage Batteries 
Strapping Equipment 
Switchboards 
Tachometers 

Tape 

Technical Books 
Temp. Control Systems 
Thermometers 

Time Study Courses 
Trailers 

Tram Rail Systems 
Truck Casters 

Unit Heaters 

Valves 

Vapor Lamps 


Power Factor Correctors Vapor-Spray Cleaners 


Power Services 
Precipitators 
Production Recorders 
Protective Paint 
Recording Ammeters 


Variable Speed Drives 
Ventilating Fans 
Welding Outfits 
Wire 

Wire Rope 


330 West 42nd Street 


by general manufacturing belongs is “Factory.” Hence, this unusually 
large number of new advertisers coming into “Factory.” 


Tl) NEW IN JANUARY 

Bassick Company 
The Ronald Press Co. 
Charles A. Schieren Co. 
American Engineering Co. 
Continental-Diamond 

Fibre Co. 
Morse Chain Co. 
Troy Engine & Machine 
Gits Bros. Mfg. Co. 
Firestone Tire & Rubber 
Union Drawn Steel 
Iron Fireman, Inc. 


13 NEW IN FEBRUARY 
The Diehl Mfg. Co. 


U.S. Gutta Percha Paint Co. 


Alan Wood Steel Co. 
Henry Disston & Sons Co. 


Manheim Mfg. & Belt- 
ing Co. 

Federal Electric Co. 

Gates Rubber Co. 

Minneapolis-Honeywell 
Regulator Co. 

The Pure Oil Co. 

Detroit Graphite Co. 

Koppers Products Co. 

The Service Recorder Co. 

Sherwin-Williams Co. 


25 NEW IN MARCH 
Osborn Manufacturing Co. 


Joseph Dixon Crucible Co. 


The Sight Light Co. 
Commonwealth-Edison 
Westinghouse Lamp Co. 
Benjamin Electric Co. 
McGill Manufacturing Co. 


E. I. duPont de Nemours & 
Co., Inc. 
efferson Electric Co. 
alter Kidde Co. 
Electric Sprayit Co. 
Cyclone Fence Co. 
C. Dolph Co. 
anhattan Rubber Mfg. Co. 
Bendix Products Corp. 
The Ohio Carbon Co. 
Medart Co. 
Servel Sales, Inc. 
Foxboro Co. 
American Sheet & Tin 
Plate Co. 
Thompson Electric Co. 
Alexander Brothers, Inc. 
General Electric Merchandise 
Division 
National School of Time 


tudy 
Continental Steel Corp. 


‘his man is a plant operating man. Sell this man 
and he will sell your product. He's in the market 
now for any product that will contribute to low- 
ered costs—or that will improve his product. Pres- 
ent “Factory” advertisers are selling him profitably. 


« Ol 


22,000 plant operating men read and use “Factory.” 
They subscribe to “Factory” because they are in- 
terested in the cold practicalities of plant opera- 
tion. They follow “Factory” for the ways and 
means of efficient operation. Will your product 


help them? 


The 22,000 plant operating men who use “Factory” 
are in no single industry. They are in all types of 
manufacturing. When strikes or business lulls 
single out a single industry or two, “Factory's” 
industry doesn’t sag. In “Factory” your eggs are 
in many baskets. 


WwW 


This is the man your salesmen call on when they 
do their selling. 


w UA 


Right now a battle is being waged to obtain this 
man’s preference for one product against another 
—one plan against another— or to influence him 
to spend a recently acquired appropriation for 
improvement or modernization in a particular 
part of the plant. 


Ww 


“Factory” delivers methods—not news—not enter- 
tainment. Does the plant operating man prefer it 
this way? Well, present subscribers to “Factory” 
have paid close to one quarter of a million dollars 
to receive “Factory.” 


* FACTORY MANAGEMENT = MAINTENANCE = 


A McGRAW-HILL PUBLICATION new vork city 
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Advertising Makes an Industrial 
Democracy Possible 


A great deal of the current talk 
about protecting the interests of the 
little 


fact 


seems to 
that in the United 
the little fellow 
against which 


fellow 
States of 
America possesses 
a weapon not even 
the largest, and 
powerful competition is invulnerable. 
That 

Business 


wealthiest most 
is advertising. 


history the de- 


pression years and before is studded 


during 


with stories of enterprises that have 
shot to the front with amazing 
rapidity—through advertising. True, 
the big company can and does adver- 
tise, as a rule, but the fact remains 
that the advertising of the little fel- 
low puts him on even terms with the 
biggest and most successful concern 
with which he is in competition. 
Advertising is so flexible, from the 
standpoint both of cost and applica- 
tion, that it is available to any estab- 
lishment with a worth while product 


or service. A business man can 
start with a few hundred form let- 
ters or a small advertisement in a 


trade paper, covering a single neigh- 
few 
hun- 


borhood or industry, develop a 


regular distributors and a few 


dred good consumers, and he is on 
his After that it 


question of plowing the profits back 


Way. is simply a 
into the business in the form of ad- 
vertising, and the 
impregnable house finds that ft has 
a live young competitor barking at 
its heels. 

The machine puts a premium on 
the 


pretty soon big, 


engineering skill, so that manu- 


overlook the 


| 


facturer whose research department 


is capable of perfecting improve- 


ments is always grinding down costs 
his production 


and strengthening 


position. But the manufacturer who 


is truly advertising-minded and who 


/uses advertising from the very start 


is grinding down 
distribution costs and winning a fol- 
lowing equally 
And many a_ manufacturer 
wouldn’t think of harboring an obso- 
lete production machine overlooks the 
continued use of obsolete marketing 
methods not vitalized and 
ated through advertising. 

The little fellow in business should 
be protected from monopolistic prac- 
tices which deprive him of oppor- 
tunity. But the thing he needs most 
is to be protected in the free use of 
advertising, so that he can promote 
his enterprise without shackling re- 
strictions which would work to the 
benefit of his larger rivals through 
reducing the competitive efforts of 
the smaller companies. 


to get business, 
which is valuable. 
who 


acceler- 


As long as the small business has 
access to the ear of the public, and 
as long as any entrepreneur with 
courage, a good product and a little 
money, is free to advertise his wares 
to millions of eager 
small cost, there is no reason to fear 
that the American 
racy is in danger. 


consumers at 


industrial democ- 
Only the fetters 
of a bureaucratic regime of advertis- 
ing regulation 
difficult the 


make it 
fellow. 


would 
little 


really 
for 


Making Better Newspapers 


The editors of ADVERTISING AGE Saw 
fit to emphasize two news stories in 
the March 24 
tion dealing 
newspaper production. 


issue of this publica- 


with improvements in 
One of them 
told of the improved readability ob- 
the Daily News 
through the use of larger and clearer 
tvpe. The described the in- 
stallation of which have 
enabled the St. Louis Globe-Democrat 


tained by Chicago 
other 


presses 


to print advertising in two colors. 
There were two reasons for giving 

One is that the 

obviously 


space to this news. 
advertising is 
limited by the ability and facilities 
of the medium. Hence’ improve- 
ments and expansions of service by 
and who 
the facilities for addressing the pub- 


value of 


publishers others provide 
lic represent added opportunities for 
successful advertising. 

The that reports of 
kind the fact that 
betterments are being made day by 
day, month by month and year by 

There 
character of 


this 
real 


other is 
emphasize 


vear by the newspapers. is a 


vreat difference in the 


considered simply from the mechani- 
cal standpoint. 

times fail to take 
these differences, 


Advertisers some- 


sufficient note of 
which in many 
cases may affect the productiveness 
of their advertising to a substantial 
degree. 

Newspapers as a class have im- 
proved greatly during the past few 
years from the standpoint of appear- 
ance. The improved result is not an 
accident, but is the product of unre- 
mitting effort to get better typog- 
raphy, better plates and better press- 


work. Human effort and improved 
equipment together are making it 


possible to produce better newspa- 
pers. The importance of the medium 
is so tremendous that every measur- 
able advance toward the ultimate 
goal is worthy of more than passing 
attention 
tives. 


from advertising execu- 

It seems to us that the commenda- 
tion of advertisers should be clearly 
expressed to those publications and 
other mediums which demonstrate a 


policy of continuing improvement of 


the best and the worst newspapers, | their facilities. 


Tel. HAR. 7504 | 


|ing birth to the business reply card 


The Voice of the Advertiser 


TIME TO TAKE ON THE PILOT 


Mr. Grant Has His Say | 
on Return Post Cards 


| 

To the Editor: I was very much | 
amused by the letter in your March 
24 issue signed by Richard A. Zinn 
of Zinn & Meyer, Inc. His picture of 
the tremendous psychic strain im- 
posed upon President Meyer in giv- 


coupon and his statement that “We 
definitely know that up to that time | 
no such plan had been devised suc- | 
cesstully by anyone ” gave me 
the best laugh of the season. 

In October, 1928, I submitted full | 
page layout to my then client, bho, 
Health-O-Quality Products Company, | 
Cincinnati, mail order advertisers. 
This layout called for the use of the | 
third and fourth covers of a maga- 
zine, and had a full size business | 
reply card incorporated as the cou- 
pon, perforated to permit easy re- 
moval from the page. 

Unlike Mr. 


else, 


Meyer, this idea did 


not come to me after months of study, | _ 
I was the first |— 


nor did I think that 
to bring it to light. 

It seems to me that Mr. Zinn is at- 
tempting to make a stratosphere flight 
with a toy balloon. What’s so impor- 
tant about it, after all? I wouldn't 
think it important enough to justify 
this letter, except for the fact that 
Mr. Zinn’s pedantic ego challenged 
my sense of the ridiculous. 


PAUL GRANT, 


Vice-President, The Phil 
Gordon Agency, Chicago. 
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Advertising Can’t Be 


“True,’ Mangan Says 
To the Editor: I consider ADVER- 
TISING AGE’s stand on the regulation 
of advertising to be most wholesome, 
unprejudiced, and moral. Just one 
of the many excellent points made— 
namely, that the end does not justify 
the means and the government has 
no right to harm countless moral ad- 
vertisers to punish or correct a few 
should be enough to bring the argu- 
ment to an end. 
But there’s one serious error, of 
which both arguing sides are guilty, 
and as a practising dialectician 1 


would like to set the pins up on 
their right spots and then let the 
bowlers bowl. 


The issue, as being fought about, 
is: “Is advertising true?” 

That the issue at all! The 
real “Is advertising just?” 
Is it moral in itself, is it fair to the 


, 


isn't 


issue is: 


CONSUNLET SY 

There’s really a big difference. The 
advertising fraternity laid itself 
wide open years ago when it adopted 


the slogan: “Truth in advertising.” 
This slogan is meat for. straight 
thinking sharks like Kallett and 


Chase and the rest of the Consumer’s 
Research gang that are 
Tugwell. Smart guys, they've got us 
busy defending a thesis which isn’t 
ours. 

No such thing as perfect “truth in 
advertising” is possible. No such 
thing as perfect truth in anything is 
possible! Since Aristotle, all sane 
philosophers have agreed that there’s 
no such thing as a complete or com- 
prehensive idea, and if we don’t 
know a thing perfectly we certainly 
can't describe it perfectly. The loca- 
tion of a vacant lot may be fixed by 
a legal description. But I defy any 
realtor, surveyor, professor or gov- 
ernment expert to tell me truthfully 
what the vacant lot is, what it is 
composed of, how it differs from other 
vacant lots, and the rest of the in- 
formation necessary to establish a 
really truthful definition. It can’t be 
done! Truth in advertising cannot 
be achieved, either. 

The real point is, has business a 
right to advertise, and in exercising 
this right is it hurting the public? 

And again the sharks try to crucify 
us with our own so-called beliefs. 

All of their opposition and stand 
is based on the assumption that ad- 
vertising works. Like fools, we don’t 


prompting | 


even challenge that assumption. But 


aT 
o La 
¥ 


the 


Reprinted from 


cent of advertising doesn’t work. It's 
a necessary waste and very little can 
be done to lower the waste. Such 
abuses as have been pointed out have 
been maybe one in 100 but 
since only five cases out of a hundred 
are working cases, the abuses must 
be about 1/20th of 1 per cent. 


cases, 


Then the sharks cut right in (be- 
cause they really are clever at argu- 
ing) and subsume: “Well, then, if 
that’s how weak your old advertising 
is, better dispense with it entirely, 
because it is not economically | 
sound!” 

And so again, unless we, too, are 
clever, we may find ourselves in still 
thicker and deeper mire. For here, 
too, the advertising people have been 
busy for many years contending that 
advertising is economically sound. 
This contention may or may not be 
true, but to my mind it is perfectly 
useless. Advertising doesn’t have to 
be economically sound to be justified, 
no more so than does the baseball in- 
dustry, the movie industry, the 
chureh industry. 

Of all the great forces that have 


Saturday Evening 


served to build this country, adver- 
tising is perhaps the nearest to the 
real American spirit. It is a specu- 


lative enterprise, it guarantees its 
buyer nothing in advance, it’s as 


wide open and free as the eagle in 
the air. 


| 


Its mettle is American, the | 


spirit which takes a chance, assumes | 
. . . . ‘y . | 
a risk, is willing to pay if mistaken, | 


This is 
America. This 


is ready to collect if right. 
the spirit that built 


is really the whole underlying spirit | 


There’s noth- 
definite, or tangible 
about it. It’s business. Most of it 
is wasted. Fine, I say! What we 
need is still more private waste, and 
economy in government; instead of 
what we are getting now, namely, 


of American business! 
ing exact, or 


private economy, and waste in gov- | 


ernment. 

Advertising is more justified today 
than at any time in its history. Ad- 
vertisers are the stouthearted kind 
of people who shoulder payrolls 
without grunting. We need to en- 
courage this kind of enterprise be- 
cause what we most need today is 
more payrolls. 

JAMES MANGAN, 


Advertising Manager, 


Mills Novelty Company, Chicago. | 


> = 


Wuxtra! Advertising 
Man Wins a Contest 


To the Editor: Would it be an 
item for your wholly engrossing 
editorial feature, “Getting Personal” 
that an advertising man has won a 
slogan contest? 

Usually, you know, a_ housewife 
in Uvalde, Texas, or a chauffeur in 
Mattoon, Ill., names the product or 
writes the slogan that wows the 
manufacturer—but this time an ad- 
vertising man has chiseled in and 
upset the hallowed tradition. Maybe 
I chortle of precedent - shattering 


achievement. Maybe, even, I become 


Post by special permission 


an entering wedge for other adver- 
tising men to follow after, and click 
in a province so properly their own. 

Anyway, be it known that I wrote 
a slogan for Campana’s new product, 
Dreskin, and was announced last 
night as a winner on the Grand 
Hotel radio program, and got a check 
next day for $100. 

Never mind that many creditors 
also heard the news; an advertising 
man has finally won through. 


J. ALLEN Hovey, 
Stewart, Hanford & Frohman, Inc., 
Rochester, N. Y. 


7 FF 


“Nothing New” Is 


Proven Once Again 

To the Editor: I think the saying 
goes about this way, “There’s nothing 
new under the sun,” and it is always 
interesting to me that advertising 
seems to go in circles and even ideas 
that are created as being new and 


“Don’t Blame Your Grocer— 


It’s Our Fault” 


FRUIT- NUT CEREAL 


NEW ENGLAND'S PREMIER BREAKFAST FOOD 


fan present modern factory was 
completed last May, we felt sure we 
could make coough Fruit-Nut Cereal to 
supply even our rapidly growing demand 
all wrong. 


About Fruit-Nut Cereal 


Four years ago a New Englander and hus 
family evolved a new break fast food 

For a long time they had worked to supply 
themselves with a food that would not only 
he health-giving but really delicious. 


— but we were wrong 


We knew the delicious, appetizing qual 
tes of Fruw-Nut Cereal would create lor 
thie wonderful breakfast food « greatly in 
creased demand. 


Frun-Nut Cereal was the result—« com 
bination of figs, ramns, walnuts, coure 
wheat, bran and the soluble extract of 
malt, the whole thoroughly dextrinzed, » 
food that is high in nutritive qualities, with a 
palatability and tastiness that makes every 
one — man, woman and child — come beck 
for more 


But our calculations to supply this demand 
have all gone wrong 


Our model plant, flooded with daylight, 
equipped wih every devwe for prepanng 
Frut-Not Cereal, seemed large enough to 


take care of our wants wouil 1925. Friends and relstives tasted the eee 


cereal at thew home and wanted it for thew 
We knew Fruu- Nut Cereal was good own use — so the busmess started 
but we had no ides that its sales would 


Doctors found « readily assimilated by 
reach such tremendous proportions — so 


invahds, and koowing it contained the blood, 
soon bone and Ussue buuding substances necded 
by growing children — recommend: 
and the business grew by leaps and 
Today Frua-Nut Cereal, New E 
Premier Breaklast Food, stands 
by itself—a satisfying, health-giving food. 
dehewous in every sense of the word 


Frankly, we cannot make it fast enough 
An awtul admusmon to make but it's true 


Perhaps in the beginning we were too 
modest in our expectations; perhaps we 
did not realize just how good Fruma-Nut 
Cereal realty was 


les 


Correctives are seldom needed by those 
who eat Fruit-Nut Cereal regularly 

Get a package today. Try Fron-Nut 
Cereal with cream or milk tomorrow mor 
ing — and start your day right. 


FRUIT-NUT CEREALS INC 


SOMERVILLE - MASS. 


Ad No. 3 


Place a standing order with your grocer 
so he can order trom us far enough ahead, 
so that we can take care of his wants and 


revolutionary have been used years 
before by other people in almost 4 
similar situation. 

I was interested to note in 
Feb. 17 issue the article “Heinz Apol 
ogy New Strategy in Soup Fight,” the 
idea apparently coming from Maxon, 
Inc., the Heinz advertising agency- 

Attached you will find pages trom 
a campaign run by our organization 
back in 1921-22 where the same 
strategy was used. It is interestilé 
how the cycle turns and how these 
old things become new at regular it 
tervals. 


your 


STURGES DORRANCE. 
President, Dorrance, Sullivan & C°» 
New York. 
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CHICAGO DEPARTMENT 
STORE ADVERTISING 


A. 34% of the total department store linage pitt 
for 1933 appeared in The Chicago Daily | 
News (against 33% in 1932). 


B. 34% of the total department store linage 
for the first two months of 1934 appeared 
in The Chicago Daily News. 


C. 40% of the total gain in department store 
linage in the first two months of 1934 was 
made by The Chicago Daily News. ‘ 


In 1934 as in 1933... and as far back as the 


records go . . . FIRST in Department Store 
Advertising. 


THE CHICAGO DAILY NEWS 


LARGEST DAILY HOME CIRCULATION 
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6 ADVERTISING AGE 
partment, which operates 24 labora-|Mr. Waters said, the number of 
WORK i CENERAL tories covering all branches of the|/ideas received has jumped _ tre- 
food industry, using all possible raw|mendously, going 25 per cent above 


products and all kinds of packages.|the hey-day 1929 figures. 
from women and they show more 


Has Four Functions careful thought than ever before. 


FOODS RESEARCH 
STAFF EXPLAINED 


The research department, Mr. 
Waters commented, has four funce- 
tions. It serves as a reservoir of in- 
formation, doing pure scientific and 
commercial research for future and 


to test in the laboratories. 
then seem promising, small factory 


immediate sales returns. It dis-|of the new food, complete to the 

New York, March 29.—The prob-| counts what is going to happen in| packaging. Costs are carefully re- 
lem of the food advertiser is to get|the future, what future food fashions | corded. 
more of his own products consumed|may be, taking into consideration The kitchens then receive the pro- 
rather than to attempt to increase| many trends, such as the effect of| posed new product and test it. The 
consumption of foods, and herein|immigration on American eating| thousand units after this are sent to 
food advertising differs from that of | habits. consumers throughout the country 
other industries, which, as in cigar-| The third function, Mr. Waters|to get their reaction. If successful, 
ettes, often aims at a larger con-|stated, is to translate scientific in-]}towns are picked and tests made 
sumption per individual, Lewis W.| formation for others in the organiza-|before general production begins 
Waters, vice-president in charge of|tion and the fourth, which is most|and a sales and advertising cam- 
research and development for Gen-| difficult, is to sell the organization | paign is inaugurated. 
eral Foods Corporation, told mem-|a good idea when the research de- The whole idea, Mr. Waters said, 
bers of the Sales Executives Club of} partment has found it. is to “make our mistakes in a small 
New York this week. Ideas on which the research de-| way and profits in a large way.” 

Because the average individual| partment works are obtained from a He cited some of the most amus- 
consumes a ton of food a year, the| great many sources: consumer re-|ing ideas submitted, among them 
same as the average did 20 and 30|search workers in the General Foods’| use of chocolate as a cosmetic for 
years ago, sales increases are not] organization, universities here and|sun tan, turtle eggs for mayonnaise, 
obtainable by trying to boost per| abroad where fellowships are con-| tapioca for a more lathery shaving 
capita consumption, but in getting | ducted, commercial laboratories and | suds, etc. 
the consumer to take more of one’s|“the world at large.” a 
list of products from the grocers’ An average of 1,000 ideas a year Agency Sanunds Space 
shelves, he said. are submitted by “the world at Kenyon & Eckhardt, Inc., has en- 

Mr. Waters described the function-| large,” persons who hope to sell|jarged its offices at 247 Park Avenue, 
ing of General Foods’ research de-\them. During the past six months,|\New York. 


THANKS FOR THE ORCHID, Mr. Williams 


WILLIAMS OIL-O-MATIC HEATING CORPORATION 
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March 14, 1934 


Register Tribune 
Des Moines, Iow 


Dear Sirs:- 


; I felt I should drop you a line giving you our re-action to the 
pa.e ad you ran February 18th, in connection with the Free Shovel 
Campaign. In response to this ad, there were over seven thousand 
five hundred (7500) replies. This is over three (3) percent of 
your entire circulation. In all our experience, we have never 

seen such a large percentage of replies. In fact, the Sunday Reg- 
ister represented our only advertisin; effort in Iowa on this shov- 
el deal. 


It is further very satisfactory to us to note that the coverage of 
your paper was so complete over the entire State. Des Moines and the 
immediate vicinity gave us 1557 answers, which is in excess of three 
(3) percent of the local circulation, if I understand it correctly. 
The returns over the entire State rere most remarkable. As an illus- 
tration - 195 coupons came from Ames; 104 from Boone; 143 from Cedar 
Rapids; 145 from Ottumwa; 249 from Marshalltown; 256 from Waterloo; 
88 from Davenport; and 72 from Burlington. The quality of these in- 
quiries was fully up to our expectation and I very much question 
whether returns, equal to these received thru the Register Tribune 
Ad, would come from any other territary or any other nzwspaper. 


We want to further state that the co-operation which your papor gave 
us in handling this DELUGE OF COUPONS was wonderful ad I do aot see 
how our dealer - the Carbon Coal Company - could have successfully 
handled these coupons without your assistance. 


i We know now, beyond a doult, that the Register Tribune circulation has 
a pulling power that can't be laughed off. 


A Campaign of this kind is not only stimulating to our own organization, 
but I believe had some favorable effect on your own organization, as well. 


It was a lot of fun, wasn't it? 
Gite 


President 
WILLIAMS OIL-O-iATIC HEAT?! 


1900 
REPLIES 


“He 


NG CORPORATION 


C. U. WILLIAMS 


“ah 


know now, beyond a 


. of course, we “knew it all the time”. . . but it’s gratifying to have it 
doubt, that The Register and 
has 


pulling power that can’t be 


laughed off.” 


proved so decisively by an advertiser. 


Tribune circulation a 


through... 


The Des Moines Register and Tribune 


CIRCULATION NOW QUARTER MILLION DAILY 


Most come 


All ideas are carefully considered, 
and if they seem practical, are put 
If they 


units are set up to make 1,000 units 


You can always reach the top third of Iowa’s purchasing power 


BATTLE OVER 
OWNERSHIP OF 
LIQUOR PAPER 


Right to Publish ‘‘Mida’s 
Criterion’ Involved 


30.—A battle over 
the ownership of Mida’s Criterion, 
revived wine and liquor publication, 
has been precipitated by the efforts 
of Lee W. Mida, son of the original 
founder, to cancel the contract which 
he made with the Gillette Publishing 
Company to publish the magazine. 

In a letter to advertisers, dated 
March 24, Mr. Mida made the follow- 
ing statement: 

“IT am taking over the entire pub- 
lication of Mida’s Criterion, effective 
with the April issue.” 

He alleged breach of contract as 
the reason for his action. 

H. P. Gillette, president of the Gil- 
lette Publishing Company, issued the 
following statement to advertisers: 

“We have a 30-year contract with 
Mr. Mida to publish Mida’s Criterion, 
which contract he is trying to break. 
We shall oppose that effort in the 
court, and are continuing the pub- 
lication of Mida’s Criterion with the 
same editorial staff that has made it 
the splendid periodical for which he 
complimented us very highly on 
March 8 during his address at the 
national wine and liquor convention 
in Chicago. 


Chicago, March 


Tells of Success 


“We have published seven issues 
of Mida’s Criterion and have secured 
more paid subscribers for it than any 
competing publication possesses. It 
also leads all its competitors in ad- 
vertising patronage. 

“All advertising contracts and all 
subscription contracts are with the 
Gillette Publishing Company. Only 
the court can fairly decide the issue 
between Mr. Mida and ourselves. We 
believe that all advertisers will con- 
tinue to avail themselves of the effec- 
tive publicity securable by addres- 
sing their messages to our subscrib- 
ers through the medium of the ad- 
vertising pages of Mida’s Criterion.” 

It is reported that the Gillette in- 
terests will apply for an injunction 
to restrain Lee W. Mida from any 
interference with the publication of 
Mida’s Criterion by the Gillette Pub- 
lishing Company. 


1,000 Dailies 
Enter Exhibit 


Of Typography 


Philadelphia, Pa., March 30.—More 
than 1,000 of the 1,895 eligible daily 
newspapers in the country have been 
entered in the fourth exhibition of 
newspaper typography, which will 
open in the galleries of N. W. Ayer & 
Son, Ine., here April 5. 

Entrants in the contest were asked 
to submit a complete edition of 
March 5 or March 6, 1934, for judg- 
ment on typography, which includes 
the selection and composition of type, 
makeup and _presswork. Editorial 
content is not considered. 

The Francis Wayland Ayer cup 
will be awarded to the winner in the 
competition, who will be selected by 
a jury composed of Dr. Ralph D. Ca- 
sey, chairman of the department of 
journalism, University of Minnesota; 
Henry R. Luce, editor of Time and 
Fortune; and Laurance B. Siegfried, 
editor of American Printer. 

In addition to the cup, nine certifi- 
eates of honorable mention will be 
awarded, three each to newspapers 
with circulation up to 10,000, from 
10,000 to 50,000, and over 50,000. 

The first award was won by the 
New York Herald Tribune, the Hart- 
fort Courant winning in 1932, and the 
New York Times last year. 

The exhibition will remain on view 
until June. 


MR. BOCK IN PERSON 
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Found after a long hunt, Mr. Bock 

Beer 1934 frents for brewers in 

this newspaper copy run in New 
ork. 


Bock Beer in 
Great Demand 
In Manhattan 


New York, March 29.—The return 
of bock beer under the sponsorship of 
the New York Brewers Board of 
Trade in this area was attended by a 
success that augurs well for the 1934 
beer season, if the pre-prohibition 
method of judging the trend by bock 
sales is adhered to. 

Following a male goat beauty con- 
test and some teaser and cooperative 
advertising by the brewers’ organiza- 
tion, sales of the brew Monday were 
so great that delivery fleets were un- 
able to keep up with the demand. 

Even greater demand is expected 
next week, because, as brewers point 
out, the opening of the bock season 
came the last week of Lent when 
some persons refrained from consum- 
ing it. 

Member breweries, of which there 
are 20, laid down 400,000 full barrels 
of bock beer last December and the 
season will last as long as the supply. 

The event brought the first beer ad- 
vertising in metropolitan newspapers 
for several weeks. Jacob Ruppert and 
F. & M. Schaefer Brewing Company 
were the principal bock advertisers, 
using about 800 to 1,000 lines for copy 
that had a decided springtime flavor. 

Publicity given the “beauty” con- 
test, which carried a humorous note, 
was widespread, traveling down the 
entire Atlantic coast, where the prize 
winner’s picture was printed. Dis- 
play cards bearing goat symbols ap- 
peared at the bars. 

The winner was selected by a jury 
composed of James Montgomery 
Flagg, Dean Cornwell, Frank God- 
win, Otto Soglow, Tony Sarg and Wil- 
liam Steincke. August Wilhelm 
Hutaf, Atlantic City beauty chair- 
man, headed the committee of goat 
beauty experts, who were tendered a 
luncheon to open the bock beer 
season. 


Six Name Tobias 


Cramer-Tobias.Company, New 
York, has been appointed by the fol- 


lowing concerns: Julius Grossman 
Shoes, Brooklyn; Andrew Geller, 
New York, shoes; Marathan Razor 
Blade Company, Irvington, N. J.; 
William Godwin, New York, pub- 


lisher; Pedemode Shoes; and Oliver 


Cromwell Hotel. 


Features Schumann-Heink 


Gerber Products Company, maker 
of strained vegetables and cereals 
for babies will sponsor a program 
featuring Madame Ernestine Schu 
mann-Heink. The series will start 
early in May over an NBC network. 


“Liberty” on Air 


Fulton Oursler, editor of Liber'y. 
will speak for 15 minutes each Ww eek 
on a series of broadcasts starting 
April 6 at 10 p. m. EST over the NB 
blue network. 


To McCann-Erickson 


Reid Ice Cream Corporation, New 
York, has appointed MeCann- -Erick- 


son, Inc., to direct advertising = 
ant 


Reid’s bulk and brick ice cream 


Reid’s Mel-O-Rol. 
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es 


\ you before 


oo] 
can remember faces, and I can 


remember names, but I’ve never heard, 
seen, or read about that brand of 
coffee before.” And that’s that as far 


as Mary Morton is concerned. 


There are hundreds of thousands of other 
AMERICAN housewives who very definitely feel 
the same way as Mary Morton does about 
unadvertised brands. These women are not hide- 
bound, stuffy Bourbons who never forget any- 
thing old or learn anything new. On the contrary, 


they are young and: alert, eager to know what’s 
new, what’s best. But—and this is very impor- 
tant—they’re much too modern to guess about 


food products. or anything. 


CHICAGO AMERICAN 


dont believe lve me 


99 


There are 450,000 nice, typical AMERICAN 


families, like the Mortons, reading the Chicago 
American. They comprise the largest evening 
circulation in Chicago. There is no question 
about it. American readers buy more groceries 


than any other group of women in town. More 


clothes. More refrigerators. More of most any- 


thing you can think of. 


The manufacturer who does not advertise in 
the American ignores this, the largest active 
market in Chicago. The retailer, stocking this 
manufacturer’s merchandise, is a salesman 
bereft of more than half of his prospects. 
Really, how in the name of common sense can 
any manufacturer expect a retailer to succeed 
with only half a market to shoot at? The 


answer is: He can’t succeed ! 


- + « gives 450,000 families Buying Ideas 


National Representatives: Rodney E. Boone Organization 
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ee 


check charts 
trend of thought by making it sim- 
hae for the prospect to make his own 
analysis of lighting facilities in home, 
| store or plant. 


The home check chart is desig- 


De ae ; | 
capitalize on this new 


Two S. F. Accounts 
Appoint Brewer-Weeks 


Brewer-Weeks, San Francisco ad- 
vertising agency has been appointed 
by F. Lagomarsino & Sons, seedsmen, 
Sacramento, and will place advertis- 


j 
nated - the Light-O-Graph. It fea-| ing in newspapers and magazines. 
tures line drawings of typical light- Public Food Stores have also se- 
PENIN ing fixtures to be found in every | lected Brewer-Weeks, to direct a spot 
lroom, proper lamp sizes being indi-| broadcasting program to be aimed at 


alongside the sketches. The | central California. 
same general procedure is followed 
Pittsburgh, Pa., March 29.—-Deal-|in the commercial and _ industrial 
ers’ enthusiasm lighting | charts. Maitland Publishing Company, New 
check charts featured in 1934 adver- Westinghouse York, will publish Miss America, a 
tising of the Lamp | mates that ten per cent of the sockets | magazine directed to the young busi- 
Company has been so great that J. F.|in 20 million wired homes are empty,|ness girl, beginning with the June 
O'Brien, manager, ex-| while many of the remainder are issue, on sale May 5. Max Ben Pearl- 
pects distribution of 20 million of the | filled with inefficient lamps or those Man has been appointed national ad- 
charts before the end of the year. |too low in voltage. vertising manager. He was formerly 
ne ; Se ro. production manager of Gernsback 
The copy in the Westinghouse With other members of the West- Siiations gnc wore 
campaign for better lighting refers |inghouse staff, Mr. O’Brien credits headed his own agency. 
prospects to dealers for copies of the the Century of Progress Exposition, , 


cated 


“Miss America” Starts 


over the 
Lamp Company esti- 
Westinghouse 


advertising 


avte or RES eae ; , i ‘hicag ast year to be 
charts, giving retailers the best | held in Chicago last year and ° Wi Ww 
chance they have ever enjoyed to do| repeated in 1934, with creating od Fleishman ith aters 
some selling on some one who has | broad public interest in the question Walter I. M. Fleishman has re- 


vision |signed from the International News 
setter |Service to join Norman D. Waters 
and Associates, advertising counsel, 
New York, as exploitation and pub- 
licity director. 


already indicated his interest. of lighting, both for better 
Initial distribution of the charts|#"4@ for decoration. The - 
to dealers was 1,000,000, each of | Light-Better Sight anette rer 
16,000 getting 50 or more. The in- | rated by Edison Electric Institute 
troductory mailing offered an addi- | #!8° contributed to this end. 
tional 50 on request and the aban | 
has been obliged to print 6,000,000 | 
more, 
Advertising copy interest 
in good lighting by means of the 
“telephone book test.” The lighting 


Names Boston Agency 
Reed & Barton, 
Taunton, Mass., makers of sterling 
silver and plated ware, has been 
placed with Badger & Browning, Inc., 
Boston. 


Richards to Barlow 

| Wilbur O. Richards, formerly with | 
Advertisers’ Service Bureau, Syra- 
cuse, N. Y., has joined the Barlow 
Advertising Agency, Syracuse. 


Advertising of 


creates 


Eye Appeal: Full Color-Human Voice 


O 
NW Al | Combined In YOUR Advertisements! 


Let us show you how you can "picture’’ your product—demonstrate it—explain it—talk about it in 
the most intensely human and dramatic advertising ever devised. Before a select crowd of movie 
goers—all with money in their pockets—Screen Advertising can bring your Sales Story to Life in full 
color, action and voice. A large group of better theaters throughout the country, working under one 
central booking office, provide national, sectional or local coverage with the same degree of accu- 
racy you schedule printed or radio advertising! Experienced publicity men with a knowledge of 
screen showmanship are ready to work with you and your agency in preparing playlets that measure 
up to the rest of the show. Write today—no obligation—for full details. General Screen Adver- 
tising, Inc., Wrigley Building, Chicago. 


No Waste Circulation 
Reader Attention Assured! 


Screen Advertising is sold on the basis of 3 The audience must get your ENTIRE story 
1 Each ticket efrom start to finish. Through eye and ear, 
bought at the box office represents actual, aire sales message has 2 direct and exclu- 
Bercy sive right of way to the buyer's mind— 
individual, it must register! 


*average theater attendance. 


known circulation. 


9 At the time your Screen Advertising is 4 The cost is exceptionally low. $2.50 and 

sup per thousand average attendance, de- 
pending on the length of your playlet. How- 
ever the rate always remains at least 50°, 
less than any comparable form of publicity. 


"shown (once each performance) there is 
nothing else on the screen to compete with 


your message. 


"We are very enthusiastic 
about Screen Advertising 


and shall continue to use it." 
. Gale & Pietsch, Inc. 


Screen Advertising 
Pays Both Client and Agency 


Screen Advertising offers new selling 


Gatrt & PIETSCH as 
mse 


Advertising 


‘etl St Sh Eh ideas from merchandising and adver- 
ee tising standpoints for both clients and 
pot ti sees a Na Monlean Aves prospects. Regular 15°/, commission 
ent lenen allowed on billing to all accredited 

warly ae ened 5 Sate ten Sout agencies. Learn how Screen Adver- 
ee. wintieains ‘ania tising can better your business and that 
factory aie aes of your present clients. 
ec GENERAL SCREEN ADVERTISING, INC. 
oe hy onagtenin sae ture advertising, WRIGLEY BLDG., CHICAGO, ILL. 


Yours very truly, 
Galxc & PI af Ins, 


hi Gnke. 


SCREEN ADVERTISING 


ti reel Lave rvrrsing, 


recently | 


14 QUESTIONS ON 
RESEARCH ASKED 


New York, March 29.—Speedy and 
accurate appraisal of any _ specific 
piece of market 
search work is the objective of the 
committee on research of the Ameri- 
can Association of Advertising Agen- 
framing fourteen questions 
which may be used in judging the 
soundness of studies submitted. 

Announcement of the questions 
ithis week stressed the fact that it is 
hoped they might constitute a step 
toward higher standards of quality in 
all research work. 

They were designed primarily for 
the busy advertising executive, but 
with the thought in mind that the 
standards established by them migiit 
furnish a guide to all companies in- 
terested in research work. 

In describing the work, the com- 
mittee applied its own recommenda- 
tions, in that it told how the ques- 
tions were formulated, touched on 
data used, reasons for the undertak- 
ing and authority backing the con- 
clusions. 


cies in 


The Questions 


The questions in most simple form 
are: Who made the survey? Does 
the title indicate exactly the scope 
of the survey? Does the report con- 
tain all pertinent data as to how, 
when and where the survey 
made? Is the sample ample? Have 
data collected in one city or section 
been used to draw conclusions for the 
country as a whole? 
figured for groups or classes that con- 
tain too small a number of instances? 
Are percentages of increase figured 
on ample bases? Was information ob- 
tained by mailed questionnaires? 

Is casual relationship attributed to 
one single factor, when other con- 
tributing factors are present? If 
questionnaires were used, were ques- 
tions such as to give fair and ade- 
quate answers? Was information 
gathered of such a nature that the 
memories of the people interviewed 
might have resulted in inaccuracies 
as to fact? Can type of information 
obtained (either by interview or by 
|mail) be relied on as accurate? Have 
any original or unique statistical de- 
vices been employed? Are charts 
misleading? 

On the committee which prepared 
the “questions to ask in appraising 
market and advertising research” are 
L. D. H. Weld, MecCann-Erickson, 
Inec.; Kenneth A. Grubb, Daniel 
Starch & Staff; Chester E. Haring, 
Batten, Barton, Durstine & Osborn, 
Inc.; D. E. Robinson, Federal Adver- 
\tising Agency, Inec., and Richmond 
Watson, J. Walter Thompson Com- 
pany. 

Further Study Planned 

Procedure was to examine a num- 
ber of important surveys of the past 
ifew years, attempting to find weak 
| spots, detect fallacious trends and 
|discover their real values. Conclu- 
|sions in tentatively complete form 
were sent to 36 research men with 
agencies, publishers, 
jsearch organizations and universi- 
ities, asking critical comment and sug- 
gestions. Further study is intended 


| 


in applying the questions to new sur- | 


|veys as published and revising 
| essary. 

The committee’s work is 
more than a set of questions, inas- 
much as each question is amplified 
explanation. In one in- 
istance, such amplification, calling for. 
information which 
nished, contains 12 separate items. 

Copies may be obtained from the 
American Association of Advertising 
Agencies at 25 cents each. 


as nec- 


| really 


by some 


Barron With “‘Monitor” 


John <A. Barron, 
jadvertising staff of the Christian 
Monitor in 1923, has rejoined 
the paper. In the interim, he has 
been in the advertising departments 
of New York World, New York Her- 
jald Tribune, New York Evening Post, 
and was also advertising 
lthe Knox Hat Company. 


Nerence 


BY FOUR A GROUP 


and advertising re-| 


was 


independent re- | 


should be fur-| 


| 
who was on the 


manager of 


| SITTING PRETTY 


YS- 
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S ttin' in the AUN 


Like all her brothers aod all ber sisters, she is plumy 

and solid sad luscious. She is eus-ripening on + 

vine for Phillipe Delicious Tomato Soup... aed « 
pe Ge - “~4 takes @ good tomato to pase this test. Phillips iorpe. 
« The Hons are strict ! 


Third Anausl 
king and 
Komems king 


Th is the same story with all the more than thirry 
Phillips Delicious Soups and Vegetables. Fiors 
quelity ... wholesome foods... but that is on!y 
the start. Cooking i dose masterfully, slowly 
preserve ail the wourtshing goodness. 

And seasoning! Here is where Phillips famous © 
South Chefs proudly demomstrate their shill, Such 
taste! Such @avor and aroma! It really ie not « 
all surprising that “Phillips Delicious, please” ke« 
the clerks io the stores erris these days. 


HTILLIPS 


DELICIOUS 
SOUPS AND VEGETABLES 


PPELLIPS PACKING COMPANY, INC, CAMBRIDGE MO 


‘ pacmm OF 
THIRTY DELICIOUS SOUPS AND VEGETABLES 


Unusual current newspaper copy 

for Phillips Packing Satna 

which is appearing in selected 
markets. 


rr Sintec 
Still Have Ban 


On Liquor Copy 


Are percentages | 


New York, March 29.—The sale 
and advertising of alcoholic bever- 
ages has been legalized in Virginia 
and West Virginia, leaving only 
eleven states in which it is possible 
that newsdealers selling copies of 
publications might encounter difficul- 
ties, according to the National Pub- 
lishers Association. 

These eleven states are Alabama, 


Florida, Georgia, Idaho, Mississippi, 
Nebraska, North Dakota, Oklahoma, 
South Dakota, Texas and _ Utah. 


Liquor advertising going through the 
mail may of course be sent into all 
states, the restrictions in the eleven 
states mentioned applying only to 
newsstand sales. 

Laws forbidding advertising of al- 
coholic beverages in Porto Rico, 
Hawaii and the Virgin Islands have 
also been repealed, according to the 
association. 


To Meldrum & Fewsmith 


Meldrum & Fewsmith, Inc., Cleve- 
land, has been appointed to place ad- 
vertising of the Glidden Company, 
paint maker, using national and 
trade magazines, and Brewing Cor- 
{poration of America, maker of Carl- 
ing’s Ale. Newspapers, billboards, 
national magazines and radio will be 
jused for the lattér account. 


CKLW C sill Contest 


Station CKLW, Detroit CBS outlet, 
is conducting a label-saving contest, 
“open to approved women’s organi- 
\zations of Greater Detroit.” $5,000 
in prizes are offered to church and 
civie groups for saving labels from 

the 27 food products which are en 
ltered in the contest. 


Publiahes “Poster Art” 


Duke Wellington, creator of thea- 
\tre lobby displays, has written a text 
00k, “Poster Art,” treating of the 
fundamentals of layout and desis” 
and workable examples. The book 1s 
published by Signs of the Times, ©ilk 
cinnati. 


Three to Frankel-Rose 

Frankel-Rose Company, Chicas, 
las been appointed to direct adver 
tising of the Sterling Casualty Insw 
ance Company, Amlo Products anol 
pany, distributor of medical prepa! 
tions, and the Universal Parts Mis 5: 
Company, all of Chicago. 
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TEA- PEKOE, SOUCHONG , = 

COLONG AND CONGO -CAN = 

BE PICKED FROM THE — 4 

SAME BUSH — AND THE 4 


LEAVES PICKED IN THE 

MORNING TASTE BETTER 
THAN THOSE PICKED IN 
THE AFTERWOON.... 
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DEXTER 


A STRANGE PERSON WHO LIVED IN 
NEWBURYPORT, MASSACHUSETTS AT 
THE TIME OF THE REVOLUTION .ONCE 
SENT A SHIPLOAD OF WARMING PANS 
TO CUBA. HOWEVER ,HE WAS NOT AS 
FOOLISH AS HE SEEMED - FOR THE 
CUBANS QUICKLY BOUGHT THE WHOLE 
SUPPLY TO USE IN vereueies SUGAR 
WHILE BOILING . . 


Tis MONTH OVER 1.600000 FAMILIES 
WILL READ COSMOPOLITAN. 

|W ADDITION TO THE GREATEST 
i... \ AMOUNT OF INTERESTING AND 
As cas\ STIRRING STORIES EVERY ISSUE OF 
of" \ COSMOPOLITAN CONTAINS THE 
ADVERTISEMENTS OF MANY FINE 
FOODS THAT THIS STORE SELLS 
AND RECOMMENDS . . . 


(©) 1934 |.M Co 


APPLES ar? 
RASPBERRIES 


BELONG TO THE 
SAME FAMILY . 


A Quart o MILK 


WEIGHS MORE THAN A QUART 
OF CREAM , BECAUSE THERE IS 
MORE FAT AND LESS WATER IN 
CREAM THAN IN MILK, AND FAT 
IS LIGHTER THAN WATER ... 
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Arned with 


Gsmopoli itan 
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READ by MORE THAN 1,600.000 INTELLIGENT FAMILIES 


IS THE APRIL ISSUE OF 


THE ACTUAL SIZE OF THESE POSTERS, AS SHIPPED TO THE CHAIN STORES, 
iS 1’ x19’. IN THIS SPACE, ACTUALLY 5;’’ DEEP, WE IMPRINT THE NAMES 
AND PRICES OF ANY THREE PRODUCTS, ADVERTISED IN COSMOPOLITAN, 
WHICH ARE CHOSEN BY THE CHAIN STORE EXECUTIVES. Please turn over 
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These Products Get an EXCLUSIVE 
Point-of-purchase Sales Push 


Advertised in many magazines —carried in most grocery stores up to increased store traffic— manufacturers get an exclusive 
—given a final point-of-purchase sales push only by Cosmo- plus —everybody’s happy. 

politan, these are the products that share the imprints* on the 
‘Do You Know Your Groceries’ posters that are now stand- 
ard equipment in thousands of chain store windows every 
month. 


Customers stop to read and stay to buy—dealers warm COSMOPOLITAN, 955 Eighth Avenue, New York City 


The whole story is worth hearing, even if you sell steam 
shovels or cold cream. Any Cosmopolitan salesman is full of 
it. You have only to ask... ' 


“All products are imprinted with the names and prices of any 3 of these products : 
advertised in Cosmopolitan. The chain store executives choose the products 
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ae In 1933 over 1932, Cosmopolitan showed 18.4% GAIN in | 
: Food Product Lineage...60.8% GAIN in Beverage Lineage th 


LA | 


THERE'S A 


0 Cosmopolitan 


a. ae ae ae aa i a I Ser Oe rE Re oo kag te PN ID Sa SRR Loe Sek eer et ame ies Sea a pager td ett eee Wira dian oe Nome el yep faa NET emery eee 9 
: es ; =" b nf Mae ae Yee a4 ? ‘ “z k ” toon a rm Bee Jat hs ed 4 cs d i a ae ¥ % More? ad Org ntooe “ hs, j a pi =i 7 : iy 5S; : ats pee Spite me i. ae ‘i tt Sal 9a MES 
Per . P ; ae ee. . vt ‘ te jn eee Ya er a Ln Ne ine RE 2. 

; ’ Pa Tr 
gre Sivas 
_ ‘ ; - 
aa Wi 
| re 
| 
: ‘ 
f 
: : { 
“iy ane . 
5 ee Ls % ( 
fete | 
go a | 

2 we hae , 

ma ie ‘a3 f 

2 vast ae 7 ( 

3 AP is 

es * TR rx, } 

‘ $3 a iF 

Rae. 

, ae —_—_———— a ( 
at 

is ss — W 

aes ah — a ‘s a ‘ F ie ; - Tey ve _ FE . — oa eye : Cee sae : ar ‘ i > Lore 

BY £ nit “ ‘ - ie ra GR : 
ae bi a — Te } all ~ B "ath ee BS - / ’ t - 
ae i WA .. / =z Wiech ee Sa ae ‘Ae Le +4, 
Seal Pe ‘“ i : i yi “a | 
oy al ' ; \ Sega 0 a , See Sie bf . . ay. dy A aS ae Od fe ies - ‘ eS Pee ios ‘ to 

tg 0 Bites -_ ae 1B ee a — . 

3: . Bice AYN § oF Ss 2 8AB-0 4 AKER'S .y PS —_ 2 i. Sh ae ioe : ~ in 

ame reg . oe me “3 o , _— : = . Coco . a CL ‘ 7 P AF gg \ ee pins by va-6, é — ; ee me 

ie aes = > A ge eye ie NUT i 7 eB mi ft g 
Mal Pte Se ta vy Mi ; 4 LAIN ti caver Sr nA i saan . : 3B ae: ‘ 

a 2 AS i Vis ; : ~ - * - we BON des fo * ae ~ , ag ie os os nL hnenete ‘ 

s oe apie ba Yi 4 . Os | “g 90 Be Lf , Pr ok & 7 r . Re te <{ ¥ iS me ‘ ee 

PM ed ree No : in — ; os a3 ; : ee > re ‘ “£ 

ee Sst sy, ie Be 4 3 ie.  &A BS +: es " r pl 

a i Searene cialiee ae i } tag wy ( het = | <{ a , 3 » Pea i] TOMATO WI 
om a Mee ; ae ee a > £- i por ! 

x Say SS ' ae’. Babbitt*/am SSS 27) U | me, ouP euP con 
ge Sy _ ae < ~ ate’ / .... > “ee. _ ES : C = = 

ae = - - oe a ed Y ) = a: . spe 
a : sO 
¥ ' , <a u M lates ; - . wi, sel 

Boe ee : 4} ‘ | ire ee 

os 3 pega, d : + , et ee ee, iS “ ae ta j Mia aT Se é 7 : 

* ‘ © Sy ais) Sig fe — eer By * ec te (Rea . Ee ee pee il *y v ee u la 

; ‘ zi £ Pas “a “ig BY - —_— ; — = ah ooh w 

ee seid : ~ 6 aa fie oe —— quacks Mer - & REAM ai * at x a on = 

Mies a on Y a oe OF Ee : a.) o + (20° 19 Sy 1 

fat — : (pet 4 Wasa en ae : pe ae | 

7 a mid “tan ale faired: r Ss ly e Ra 4 be DAMON Heyy 6S Be wus ame =— WEINZD up 
red, § WA ae my 4 Be \ at EDISON & 7 
me ‘or = Tien aed i) 4 ’ Ve on & ' 
. a ey 1 OcomattRet £3 : De =: | 2222 Gperbers (MBNOODLE on 
" > ee a lee 5 a \ ea? | x P » > = F sig) & ‘ ~ ‘ ; 
“aa j | “ i: ET TES = 5 OSES A « wa Parte ey ost —_—- ~~ a 4 8 > SOUP the 
; , GAR . >t} ae Sip : =k, — ee , nS : a at 
sete f 1@vige nat & ‘ ; H NG ws ; at ' : . : a ! coe gist 
joe ouP OUP ; ie th he Poa / out yeas Cc pean oo 
alte ke vu . ; a : Hie s ; use 
Tie Ld Q : q : - i AAT A ” } : ‘ ~ - MEEN BEANS | 
AES . Pd ~< b Za - ’ — SH} ae —_ sapere Jue “Ss one ES ss ANS : 
eae —sas ~ 7 — 
ae — T 
To oh Se 2 4 8) : 
es ee ; aE aan AN I ee SNe! tease a o RE aR eae de Mee ee aki eae Wenaree? meee OF ih at ee Ee EO ot 
oe ind : ; $ ee. ea ees : 
lana re | 
ae. | 
on Pr 
a | 
F 
CP A as 
li ' 
= ] 
3 aia 
aS Pa d 
“pes Ae 
ee me hh aes. 4 
y q 
2 ie | 

ir: 

: as ae 

‘a — 

ts es ee ; 
stag 
a 
Me BK “ee re > -“ 5 he ey J i j 4 Y 9 ® | sees taurs { Sa Pr ae % 2 f 
Ky . ' ¥ —) oo Slag thd > mel ous Ops 17 ~ % rr ; acd s 
«i wy a! TES i ; "A hag Be INCER *4 eas “Ee o 
a XN as wy | ee or es ‘i ere WR rte: let t ' er J ie 5 3 
a , ' j «a oer Bese é. a Bogoao—-—4-~- pace, i ‘ \Scott Tissue } 
a nena - ts cee po eM temeo na ; 78 Pt 
& . a = , end 
as 
wy 
mes ( 
niger 
hes 
of 
a 
- oa) o 
gee f 
Dit gA : 
"a ae 
‘a ae ‘ 
= Ae 
by thy fa 9 ‘' ‘ . 
s. PS . . ; bs Ny » the 
: .o ae es BO a als 
oy > i ae el P y > ¢ 
; Bag Ss a pA ad. ‘ f wo} 
= i rotese 
- ‘si Bee y an neg. f° ST : 
ce RS es 3S 
z oS ae eee * Me 

i ee — listri] 

se series, Sag PY is ake 4 “ Ohio 

oe ae <n e : ety, 

a q a -_— Sinia, 

pee 5 52 | fi © 4 

ae 

a ee, — 4 

Win 5S 

aes + San Les SLi sae ied ti Re eae eee) Si eset Fa ns ts seer Pe TR a Jet i a ag Ra ti Ne ah TaN Oba 2h iI, We ce PRUNE eS Sula ek cl la Bea SRL N ES 9 Sh SOTA Unt hide AN, cui ye Bi) see ‘ 

Se ety nis ie tp ga e e eE re gay ea oR ape a Ss ba ite git oan | aia. ite 

Me ee es gat Oe ere te gets ae Pa Bact See ae er hs eat Weta Bea Reis Acie ee ete ice roe ht Be Wares Een nO coe g ean ae SOG et a a ae RD = Wt aM Mapes Meee Er ae eel lege ol aa pene beret es 2 Teo pgeee om eea sg Mee ee Pay 
A CR Nee * an Steir | PEE tee aM eae im Meee eg Woe g RO Fara MOR Sh ea Re ae Sr ee oy Sandie oe ; BY ' Reet EEN ES as aS MM ee ce Se ar CA) 2 ee Ce eS Te eer an oO RS Ca Cac et an ra ere ee 
SESS Sak a a Ca Ge Ae ge ODL Ney Chg ee aN Oe Oe Pea o Batis a eae ay >, be eo SRS ee ee cE aia As So . SES Be riba Sy A ok (Se REESE og Rs ae ek MOREE AED gS a A alae ot tee die + ern ae pS Ra ue bk oe aes Ca ee ts Ss pe Se sear eae Ga sane toe Senate am is <i See eran ey ae 


March 31, 1934 


ADVERTISING AGE 


DIAPER SERVICE 
ADVERTISING IS 
RUN IN JERSEY 


New York, March 29.—The appeal 
of surgical cleanliness coupled with 
convenience and economy, is being 
tested in New Jersey newspapers by 
the General Diaper Service Corpora- 
tion. Which purposes to commercial- 
ize diaper washing. 

‘vue company is a branch of an old 
coac and apron supply house which 
has been furnishing a similar service 
to hospitals. Started as a supplier 
for buteher shops, bakeries, ete., the 
company began featuring a clean 
apron and coat service to hospitals 
and eventually added the diaper 
business, 

The test series in the Plainfield 
Courier-News consists of large space 
advertisements inserted twice a 
week, There are two advertisements 
each in-1,260, 840 and 420 line sizes. 
Inquiries following the initial adver- 
tisements showed mothers in several 
towns and cities near Plainfield to be 
interested in this new hygienic 
method, 

Based on the hospital diaper serv- 
ice, the company has rounded out its 
plan with the addition of cellophane 
wrapping equipment, sealed return 
container and delivery facilities. Its 
sponsors believe this is the first time 
so detailed a program has been pre- 
sented to the public, although they 
realize a large amount of promo- 
tional work may be involved in pop- 
uwlarizing the idea, inasmuch as it is 
so new, 

The advertising at Plainfield backs 
up the interest that has been aroused 
and the cooperation gained among 
the local hospitals, physicians, drug- 
gists, and women’s clubs. 


Cleanliness Stressed 


The plan provides for the delivery 
of 120 sterile, cellophane - wrapped 
diapers weekly. They are birdseye 
diapers packed 12 to a bundle. A 
daily pick-up service is operated. 
Mothers are provided a self-sealing 
sanitary container for the soiled dia- 
pers. 

They are told in the advertising 
that their conscientious fear to en- 
trust diaper-washing to others is, in 
the view of doctors and nurses, a 
‘false notion of cleanliness,” and 
that “home washing of diapers is 
dangerous” because of “strong soaps, 
improper rinsing or drying and lack 
of sterilization against hardy, heat- 
resisting germs” which often result 
in soreness, irritation, chafing and 
even infection. 

“Some of the deadliest germs 
known to science (anthrax or ring- 
worm, for example) can withstand 
boiling water,” the advertising says 
and adds that “neither the ordinary 
laundry, nor the best private laun- 
dresses can attain absolute, surgical 
cleanliness.” 

When all costs are considered, the 
hew service is said to be more eco- 
homical than home washing, elimi- 
lating investment in soap and other 
laundry expenses as well as purchase 
of new diapers. 

To enable closer scrutiny of test 
results, the address of the agency, 
Frederick N. Sommer Advertising 
Ageney, Newark, is given as that of 
the company, and inquiries from 
lousewives in response to the adver- 
ising are being handled there. 

As to nation-wide expansion of the 
lan, officials are considering tenta- 
lively the licensing of hospital sup- 
ly firms in other cities. 


Kellogg Raises Wages 


The Kellogg Company, Battle 
‘reek, Mich., has adopted a new wage 
vale said to be the highest ever paid 
‘» the company’s employes, and is 
‘so employing the largest number 


f 


' workers in its history. 


Fleetwing Appoints 


Pleetwing Corporation, Cleveland, 
‘stributor of petroleum products in 
Yhio, Pennsylvania and West Vir- 
omnia, has appointed the Cleveland 

‘ce of MeCann-Erickson, Inc. 


NEW BABY SERVICE 


An important sappeen 
MOTHERS | 


of me’ LUCA | 


About diapers and 
your baby 


For o fore cents 0 day... 120 forsh, sterile, cellephone- 
sealed diapers cach week 


<s eow & hte infermation 
“SILOS | phone WX 4060 
seers i=} and ask 

| toe Séiee Carter 


ics 


| es 


GENER Al. DIAPER. SERVICE Thee ag ut cea haan 


One of America's greatest indoor 

pastimes—washing diapers—vwill 

disappear if this newspaper adver- 
tising does its work. 


Ferry-Morse in 
Extensive New 
Seed Campaign 


Detroit, Mich., March 29.—With an 
eye to a possible continuation of the 
extensive individual gardening which 
arose during the past few years out 
of depressed economic conditions, 
Ferry-Morse Seed Company, through 
N. W. Ayer & Son, Inc., is running a 
comprehensive magazine and news- 
paper campaign featuring a reduc- 
tion in price of vegetable seeds to 
five cents. 

The magazine schedule, which, for 
the present, calls for small space, 
will run monthly throughout the 
spring season in the following pub- 
lications: 

American Boy, American Home, 
American Weekly, Better Homes and 
Gardens, California Cultivator, Chris- 
tian Herald, Country Gentleman, 
Farm & Garden, Farm Journal, Farm- 
er’s Wife, Holland’s, Household Mag- 
azine, Ladies’ Home Journal, Me- 
Call's, Pacific Rural Press, Parents’ 
Magazine, Pathfinder, Saturday Eve- 
ning Post, Sunset, and Woman's 
World. In the American Weekly. 
copy will run in 17 cities. 

Newspaper advertising, which will 
appear in approximately 800 cities, 
is being placed through Western 
Newspaper Union. 


Chicago Publishers 
Hear Success Stories 


The rapid come-back of brewing 
and liquor publications as a result of 
the repeal of prohibition was made 
the basis of highly interesting suc- 
cess stories told to the members of 
the Chicago Business Papers Asso- 
ciation March 26. The speakers were 
E. S. Gillette and A. B. Greenleaf, 
publisher and editor, respectively, of 
Mida’s Criterion, and David B. Gib- 
son, vice-president and business man- 
ager of Western Brewer. 

The vitality of business publica- 
tions revived after years of inactivity 
due to prohibition was the great fea- 
tlre stressed by the speakers, who 
also touched on the publishing prob- 
lems created by conflicting state reg- 
ulation and taxation policies. 


To Magill-W einsheimer 

Norman I. Taylor. for many years 
active in Detroit advertising and 
sales promotion circles, has been ap- 
pointed vice-president and director of 
sales of the Magill-Weinsheimer 
Company, Chicago. 


Insurance Men Convene 

The Southern Roundtable of the 
Life Advertisers Association will be 
held at Sedgefield, N. C., April 9-10. 
Bart Leiper, Pilot Life Insurance 
Company, Asheville, is national sec- 
retary. 


William Wallis Dies 


For many years well known in the 
field of technical journal advertising, 
William Wallis, vice-president of the 
Hitchcock Publishing Company, Chi- 
cago, died March 27 in Atlantic City, 
N. J. He was 66 years old. 


LANG'S GADGETS 
LEND FORCE 10 
MILWAUKEE TALK 


Milwaukee, Wis., March 27.— 
Chester H. Lang, manager of the de- 
partment of publicity of the General 
Electric Company, Schenectady, N. 
Y., used a fine brand of showmanship 
in delivering an address on “The End 
of Advertising’ to the Milwaukee 
Association of Industrial Advertisers 
last night before 
an over-flow audi- 
ence of 350. Many 
allied sales and 
advertising organ- 
izations in Mil- 
waukee were rep- 
resented in the 
audience, which 
gave Mr. Lang an 
enthusiastic re- 
ception. 

In addition to 
having an_ elec- 
trically operated 
representation of the salesman, di- 
vided by colored lights into several 
sections, with 15 per cent designat- 
ing the portion of the salesman’s 
time available for actual interviews 
with buyers, Mr. Lang has also added 
to his stage properties a panel in 
which he can place cardboard words 
or letters, and then by mysterious 
operations snap them into orderly 
form. 

For example, he showed all of the 
various elements in successful ad- 
vertising, from broadcasting to sales 
promotion, each represented by a 
letter of the alphabet. They made 
a jumble of letters, but when he fin- 
ished he converted them, by a twist 
of the wrist, into the compelling 
phrase, “Increased Sales.” 

Mr. Lang’s chief emphasis was 
laid on the idea of making advertis- 
ing work with the salesman, so that 
he can capitalize the precious min- 
utes spent with prospects and cus- 
tomers, and regarding advertising 
not as a miracle-worker, but as a 
practical method of disseminating 
useful information in the most eco- 
nomical and interesting way. 

“We advertising men must quit 
writing ads,” said Mr. Lang, “and 
go to making plans. We must quit 
toying with a hundred and one in- 
teresting but diverting notions, and 
devote ourselves strictly to the manu- 
facture of customers at a profit. 

“T urge the most business-like con- 
sideration and use of this low-cost 
selling tool—-advertising. To busi- 
ness executives I say, be sure that 
your advertising man knows your 
selling plans, in fact, your develop- 
ment and manufacturing plans, from 
their inception. Too frequently he 
is summoned after all else is in mo- 
tion.” 

L. P. Niessen, advertising manager 
of Cutler-Hammer, Inc., is president 
of the Milwaukee association. For- 
rest U. Webster, merchandise sales 
manager of the same company, acted 
as toastmaster and introduced the 
speaker. The open house for gen- 
eral company executives and other 
advertising interests is an annual 
event with the Milwaukee industrial 
advertising group, and the large at- 
tendance indicated the popularity of 
the idea. 

Chicago was represented with a 
delegation of twenty from the En- 
gineering Advertisers’ Association, 
headed by Milo E. Smith, Chicago 
Bridge and Iron Works, president, 
and H. F. Barrows, Austin-Western 
Road Machinery Company, president 
of the National Industrial Advertis- 
ers’ Association. 


® 


Chester Lang 


W. H. Neely Promoted 


to Managing Director 


For several years assistant to the 
president in charge of engineering, 
W. H. Neely has been appointed man- 
aging director of Graham-Paige Mo- 
tors, Ltd., Canada. 

He succeeds Harry D. Dodge, who 
will devote his entire time to the 
Graham-Paige International Corpora- 
tion, of which he has been made man- 


aging director. 
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Pore oe NICKEL MORE BUYS 


io PALI NA 


IGHT UP a La Palina today and enjoy 
4 Havana tobacco in its finest form. This 
anstocrat of cigars combines the roval rich- 
ness of Pinar del Rio tobacco (used in the 
most expensive Cuban cigars) with the mild- 
ness of other choice tropic-grown tobaccos. 
Next time you start to buy a Sc cigar, re- 
member: “Only a nickel more buys quality.” 


CIGAR Sendhi OC 


MAGNOLIA 2 fot2S¢ + PERFECTO GRANDE IS¢ 


SNYDER CIGAR CO. 200 Oak Street. Bulfale. New York 


Newspaper advertisement for La Palina which demonstrates again 
the type of appeal which is being used in an effort to wean smokers 
awey from the five-cent emotes. 


Band une on NBC 


The Off-the-Street Harmonica Band 
taught by Frances McMahon, an NBC 
artist, played on NBC’s National 
Farm and Home hour Thursday, 
March 29, at 11:30 a.m. The Off-the- 
Street club is the pet charity of 
Chicago advertising men. 


Plans Big Campaign 


Mid-Continent Petroleum Corpora- 
tion, maker of Diamond ,gasoline 
products, is planning the largest and 
most intensive campaign of advertis- 
ing in the company’s history. News- 
papers will be used in the main. R. 
J. Potts Advertising Agency, Kansas 
City, Mo., is in charge. 


pmeres aie Rep 


Koch's List of Railroad Magazines, 
Chicago, has been named western 
representative for the Locomotive 
Firemen & Enginemen’s Magazine, 
Cleveland. 


Names John-Adam 


American Lady Corset Company, 
Detroit, has appointed John-Adam, 
Inc., to plan a comprehensive cam- 
paign. 


With Ralph Rossiter 


Edward Archibald Mitchell has 
joined the staff of Ralph Rossiter, 
Inc., New York agency. 


RUSH 
‘EM OUT 


FAST! 


Here is our Rush Label. 


now costs—LESS! 


Pound rates — Minimum 25c 


RAILWAY EXPRESS AGENCY, Ino 756 


Newspaper Advertising Plates 


DELIVERY ON ARRIVAL 


NIGHTS AND SUNDAYS INCLUDED 


Pasted on the package that contains your mats, electros, or 
stereos, it insures special delivery on arrival, nights and Sun- 
days included, and permits no pauses in transit. 

With this simple Railway Express “visa”, your mats and 
plates Rush...all the way. And this special delivery service 


NEW LOW RATES ARE: 


Advertising Matter 
Printed, Engraved, Ete., 8c Pound—Minimum 15c 


The speed, economy and dependability of Railway Express 
have earned the patronage of many agencies, publishers and 
electrotypers who rely on us not only for faithful daily per- 
formance but for unforeseen emergencies with closing dates. 

We give a receipt and take a receipt from the consignee 
showing date and the hour of delivery. For information or 
service merely telephone the nearest Railway Express office. 


The best there is in transportation 


SERVING THE NATION FOR 95 YEARS 


RAILWAY EXPRES 


AGENCY, Inc. 
NATION-WIDE SERVICE 


MAKE SPECIAL 


Electrotypes 


Pound rates — Minimum 35c 
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ADVERTISING AGE 


March 31, 1934 


TURN NEW GUNS 


ON HATLESSNESS 


New York, March 29.—With 
theoretical approach of spring, men's 
hat firms are swinging into action to 
build up the waning demand 
headwear and stem the trend toward 
hatlessness. 

Dunlap & Co. have started a small 
insertion campaign with a class and 
style appeal in newspapers of the 
34 leading cities and in school maga- 
zines and papers of 31 largest col- 
leges and universities. 

In the dailies, two and three of the 
28-line advertisements are run week- 
ly. “Is yours the DUNLAP, sir?” 
the copy reads. Illustrations vary, 
some featuring a butler presenting 
a coat, cane and hat, while others 
emphasize the appeal of distinction 
in the question-slogan in other ways. 

Fletcher & Ellis, Inc., is handling 
this advertising. Preparations are 
being made for a general advertising 
and sales promotion program to be 
released in a month or 

The Frank H. lee Company, Dan- 
bury, Conn., manufacturer of soft, 
stiff and straw hats, is preparing a 


SO. 


the | 
i 


for | 


portfolio containing cuts, layouts and 

an elaborate outline of a plan to im- 
prove the situation by stimulating 
the demand for hats among boys. 


Seek Retailers’ Aid 


Cooperation of department and spe- 
cialty stores will be sought first. To 
|executives of such establishments, 
| Lee is sending the portfolio, “A Sure 
|Cure for Hatlessness, by Lee.” Not 
only buyers, but presidents and mer- 
managers will receive the 
which points out the fun- 
importance of educating 
the 


| chandise 
brochure, 
damental 
the “consumers of 


beginning with the hat. 

The portfolio is being prepared by 
Bermingham, Castleman & Pierce, ad- 
vertising agency, under the supervi- 
sion of Alfred G. Keeshan, Lee Sales 


manager, 
“Stability of the men’s hat busi- 
ness of the future rests upon the 


boys,” Mr. Keeshan states. The “cure 
for hatlessness” plan includes styling 
hats to appeal to boys. 

“Millions of hatless boys represent 
a vast army of potential consumers,” 
Mr. Keeshan “In themselves, 
they could contribute an immediate 
large volume of business to the in- 
| dustry.” 
| While the program now under way 
/does not include national advertising, 
|Mr. Keeshan states this is scheduled 


says. 


future” to a} 
proper appreciation of suitable dress, | 


for the future, when results indicate 
the plan has successfully passed 
|through its “creeping and walking” 
| stages of development. 
| 


Names Keelor & Stites 

Aluminum Industries, Inc., Cincin 
|nati, maker of Permite products for 
| cars, trucks, buses and tractors, and 
Permite aluminum paint, has ap- 
pointed Keelor & Stites, Cincinnati. 
Trade papers, both foreign and do- 
mestic, and direct mail advertising 
will be used. 


Two Appoint Ingalls 

W. S. Quinby Company, Boston, 
maker of LaTouraine coffee and tea, 
has appointed’ Ingalls-Advertising, 
Boston. Newspapers, radio and out- 
door will be used. John W. Murray, 
Inc., Boston, women’s accessories, 
have also appointed this agency, and 
will use newspapers and radio. 


To Bromiley-Ross 
Poster advertising for 193 of 
Blackstone cigars, made by Waitt & 
Bond, Ine., Newark, N. J., will be 
handled by Bromiley-Ross, Inc., New 
York. 


Jerry Cady With Agency 

Jerry Cady, former program direc- 
tor of KFI, Los Angeles, has joined 
the radio department of Fletcher & 
Ellis, Ine., New York. 


sumer preferences 


completed, 


Lo 


TWO-YEAR 


CINCINNATI 


To Executives 


interested in the.. 


GROCERY. 
COSMETIC, 
BEER and 
DRUG Fields: 


survey showing con- 


for various trademarked 


commodities in these fields has just) been 


Owners and major executives may secure 


charts covering any of these fields by writing 


JOHN L. CLARK 
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This material is not intended for general mailing nor can it be used 
for advertising purposes. 
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PP. |. EXPLAINS 
HOW PERIODICAL 
CODE WILL WORK 


Assent Blanks Sent to All 
Publishers Affected 


New York, March 29.—-The Period- 
ical Publishers Institute, under whose 
jurisdiction the code for the period- 
ical publishing and printing industry, 
designated as Industry No. A-3 of the 
graphic arts group, is to be admin- 
istered, this week asked members of 
the industry to indicate their assent 
to the code, and announced the rules 
which must be followed. 

The code was approved by the 
President Feb. 17 and went into ef- 
fect Feb. 26, but the formal regula- 
tions for compliance had not pre- 
viously been announced. 

In a cireular letter to periodical 
publishers, the Periodical Publishers 
Institute pointed out that “all estab- 
lishments publishing but not printing 
and those establishments publishing 
and printing periodicals that are 
issued at regular intervals, but not 
frequently than four times a 
year, and from which the publishers 
derive circulation and/or advertising 
revenue” must comply with the pro- 
visions of the code. 

“The code provides that adminis- 
tration of the provisions thereof for 
the periodical publishing and print- 
ing industry shall be under the juris- 
diction of the Periodical Publishers 
Institute, the board of directors of 
which has been designated as the 
national code authority for this in- 
dustry,” the letter says. 

Costs Outlined 

A certificate of assent was enclosed 
with the letter, which the code au- 
thority requested be returned to it, 
together with a remittance of $10, 
and a current advertising rate card, 
and any deviation thereof. 

As for the cost of administering 
the code, the letter pointed out that 
membership in the Periodical Pub- 
lishers Institute is open to all period- 
ical publishers, and that Article III 
of the by-laws provides that mem- 
bership shall inelude all periodicals 
issued by a member which come 
under the code provisions. 

“Article VII, relating to dues and 
allocation of expenses,” the letter 
continues, “provides that dues shall 
be $10 per year for each publication, 
payable in advance. Publications re- 
ceiving less than $100,000 gross in- 
come from circulation and/or adver- 
tising for the previous calendar year, 
will not be subject to further assess- 


less 


ments. Publications receiving more 
than $100,000 gross annual income 
will be subject to further assess- 


ments, but such assessments shall be 
limited to a maximum of 1/20th of 
one per cent of such gross business 
during any one year.” 
Set-Up Is Explained 

Under the provisions of the graphic 
arts code there will be one national 
compliance board for each of the four 
general subdivisions of the graphic 
arts industry, and periodical publish- 
ers will be allowed three of the 17 


Ideas grow big in Texas, as indicated by this much-decorated char- 
tered street car which toured Waco streets during the Chevrolet in- 
troductory period, under the auspices of Waco Chevrolet Company. 


members comprising the national rx 


lief printing compliance board. Each 
national board is limited to an ex 
penditure of $20,000 a year, excep! 


on specific approval of the majority 
of the code authorities involved, sv 
that the Periodical Publishers Insti 
tute’s share of the expense will be 
approximately $3,500. 

Similarly, a national graphic arts 
coordinating committee, to consist of 
20 members, is provided for by the 
code, upon which committee the per- 
iodical publishers will have two rep- 
resentatives. The budget of thi 
committee is limited to $50,000, un- 
less a larger budget is approved by 
three-fourths of the code authorities, 
and the P. P. I.’s share of this ex 
pense will therefore be approximately 
$5,000. 

With reference to the provision in 
the code that the circulation of all 
periodicals must be revealed, the P. 
P. I. letter points out that this pro- 
vision does not become effective until 
one year after the effective date of the 
code, so that the first circulation fig- 
ures which must be published will 
appear in the first issue after April 
30, 1935, and will cover the six 
months’ period ending Dec. 31, 1934. 

Business paper publishers, unde: 
the sponsorship of the Associated 
Business Papers, Inc., will have their 
own committee of 15 to aid in solving 
problems peculiar to that branch of 
the field, and to act in an advisory 
capacity to the code authority for the 
periodical publishing industry. 

Offices of the Periodical Publishers 
Institute, and of the code authorits 
for the industry, are at 232 Madison 
Ave., New York. 


Parents’ Raises 
Rates, Guarantee 


New York, March 28.—Parents’ 
Magazine has announced an increase 
in its circulation guarantee, and a 
corresponding increase in advertising 
rates, effective with its February, 
1935, issue. 

At that time the guarantee will be 
raised from the present figure of 500, 
000 to 335,000 yearly average, and 
the page rate will be increased from 
$1,350 to $1,475. The new rates are 
subject to a discount of 15 per cent 
on space totaling 12 pages used 
within a year. A similar provision 
applied to the current rate. 

The magazine’s April, 1954, 
was the largest in point of advertis 
ing volume in its history, according 
to A. R. Leininger, advertising di- 
rector. 


issue, 


Two Appoint Foley 


Advertising of Louis Burk, Inc. 
Philadelphia, producer of pork prod- 
ucts, and Frank Schoble & Co., Phila 
delphia, makers of men’s hats, has 
been placed with Richard A. Foley 
Advertising Agency. Newspapers are 
being used. 


H. A. Barnhart Dies 


Heart disease caused the death 0! 
Henry A. Barnhart, 75, March 27, al 
his home at Rochester, Ind. He was 
publisher of the Rochester News-Se' 
tinel. 


Libby in New Post 


C. Parker Libby, formerly with 


Dorr & Corbett, publication represel- 
tatives, Boston, has been named ad- 
vertising manager of the Apothecary: 
Boston monthly. 


Cort 
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IN ADVERTISING 
HAS BEEN KNOWN 
TO INCREASE SALES 
AS MUCH AS 9-FOLD 


| YOotBropucr 


. MAY NOW ENJOY THE SALES-STIMULUS 
OF COLOR-ADVERTISING IN THE 


{.Konis Globe-Democr, 


| NEW COLOR IN THE 497 STATE 


GLOBE-DEMOCRAT ADVERTISING REPRESENTATIVES 


; NEW YORK CHICAGO DETROIT SAN FRANCISCO LOS ANGELES PORTLAND SEATTLE 
- Room 1200—41 Park Row Room ee eee a 4107 3.941-2 General Motors Bldg. 742 Market Street Chamber of Commerce Bldg. 3225 N.E. 43rd Ave. Lloyd Building 
. Cortland 70504 and 0505 335 ¢ 1. Salle St Ae 2770 Trinity 2—7810—1—2 Garfield 4917 Prospect 0586 Trinity 6036 Elliott 6452 


H. CLYDE FISHER CHAS. H. RAVELL (Financial Ado.) JOS. R. SCOLARO R. J. BIDWELL COMPANY RR. J. BIDWELL COMPANY R. J. BIDWELL COMPANY Rs. J. BIDWELL COMPANY 
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Gilbert’s New Work 

Frederick C. Gilbert, formerly vice- 
president, secretary and member of 
the board of directors in charge of 
marketing and patents, Timken De- 
troit Axle Company, has been ap- 
pointed vice-president of the Thorn- 
ton Tandem Company, in connection 
with the expansion of production and 
marketing of its dual-ratio positive 
four-wheel drive unit for motor 
trucks 


Two Advertisers Pick 


Herman and Sanders 
Herman & Sanders Advertising 
Agency, New York, has been ap- 
pointed by Willem Holst, antiques, 
and Friedman & Feigenbaum, liquor 
importers. 
Newspapers and magazines will be 
used. 


AA SLEEPER pulls into Washing- 
ton, a long one. All the trains 
coming to Washington are long 
ones—and filled to the last upper. 


Under the New Deal, thousands 
of business men are being drawn 
to the nation’s capital. Who are 
they? What are they doing here? 


Let us ask some of them as they 
climb down from the sleeper and 


hurry to their taxis. 


Bf The president of a DEPARTMENT 
STORE to protest to NRA ad- 
ministrative officials against the in- 
clusion of price-fixing provisions 
in manufacturers’ codes, 


2 A BANKER to call on the RFC to 
negotiate a $3,000,000 loan in order 
that his bank, now in the hands of 
a conservator, may 
under private management. 


SB The MAYOR of a Texas city to 
meet with an art commission which 
is planning a bay-front develop- 
ment for his city—to be financed 
with public money. 


4M A SOAP MANUFACTURER to at- 


tend hearings on the proposed proe- 


“Salanaise” Is 
Given Test in 
Buffalo Market 


New York, March 29.--Ivanhoe 
Foods, Inc., Auburn, N. Y.. is con- 
ducting a test campaign in the 
Buffalo Courier Express on a new 
product, Salanaise, which combines 
price and quality features of salad 
dressing and mayonnaise. 

Rotogravure copy placed by N. W. 


Ayer & Son, Inc., runs 350 lines. Ac- | 


cording to Ellis R. Meaker, presi- 
dent of Ivanhoe Foods, no expan 
sion beyond the Buffalo market is 
contemplated for the present and 
the extent of future promotion will 


operate again 


essing tax on imported cocoanut 
and sesame oils. 


Sp A small VINEGAR MAKER to 
protest against his large competi- 
tors’ fixing a retail price on vinegar 
higher than he feels is warranted. 


ee A wholesale HARDWARE MAN to 
protest to Treasury officials against 
a reversed decision on his 1932 in- 
come tax return. 


7. A representative of the PAPER 
BAG industry to discuss with the 
Bureau of Standards a simplifiea- 
tion program for his industry. 


GB An ADVERTISING AGENCY 
EXECUTIVE to testify at NRA 
headquarters on the rebate provision 
of the Advertising Agency Code. 


¢p) A PAPER MAKER to call on his 
code authority to protest against 
his produet’s being classified in 
what he considers too high a price 
range. 


10 A CITY AUDITOR of a Massachu- 
setts municipality to protest to 
PWA officials against the compli- 
cated accounting records required 
on publie works jobs. 


ADVERTISING AGE 


| depend entirely on the results of the 
| Buffalo advertising. 

Buffalo grocers are featuring Sala- 
naise in quarts at 35 cents and pints 
at 20 cents. It is advertised as a 
“new taste-thrill” and the “new and 
better dressing for all salad pur- 
poses.” 

Economy is a featured argument. 
Copy does not mention absence of 
cereal fillers employed in low price 
dressings, which is one of its quality 
attributes. 

Uses proposed for Salanaise in the 
newspaper copy are flavoring for hot 
vegetables and meats, sandwich 
spread as a thrifty substitute for 
butter, and principal constituent, 
along with chili sauce, in an econom- 
ical home-made thousand island 
| dressing. 


shoes, 


nization, 


fer with 


Washington 


ment 


ing this job 


them as ani 


Hotels Appoint Jones 

National Hotel Management Com- 
pany, New York, operating the Ho- 
tel New Yorker, New York; Nether- 
land-Plaza, Cincinnati; Book-Cadillac, 
Detroit; Van Cleve, Dayton, and the 
Ritz-Carlton, Atlantic City, has ap- 
pointed the Ralph H. Jones Com- 
pany, effective April 1. 


Gillette | Offers Series 


Gillette Safety Razor Company, 
presenting Gene and Glenn, returns 
to the air with a five-a-week 15- 
minute series at 6:45 p. m., EST, 
with a repeat broadcast for mid- 
western listeners at 11:15 p. m., EST. 


Penfold Retains Grey 


Penfold Golf Balls, Ine, New 
| York, importer of several brands of 
|golf balls, has appointed Grey Ad- 
vertising Service, Inc., New York. 


J] A SHOE MANUFACTURER to 
confer with his 
about working hours and _price- 
fixing and on competition between 
hand-turned and 


code authority 


machine-turned 


BD The president of a TRADE ASSO. 
CIATION to attend a meeting of 
the board of directors of his orga- 


(There are now 110 trade 


associations with headquarters in 
Washington.) 


138 A RAILROAD OFFICIAL to con- 


the RFC on a loan to 


finance the elimination of grade 
crossings, 


14 The manufacturer of GYMNASIUM 
EQUIPMENT to call on the De- 
partment of Justice to see about 
placing bids for penal institutions. 


15 The president of a Southern RAYON 
eD 
MILL to learn from the Bureau of 
Standards how much silk he will 
have to put into his rayon textiles 
to compete with pure silk fabrics, 


... Not the beginning, not the end. 
Only a small part of the constant 
stream of business men surging into 


day in and day out! 


Nation’s Business does not dis- 
cuss the details of the problems 
which call these men to Washing- 
ton. But it does interpret and make 
clear the larger policies of Govern- 
in process of formation— 
which create business problems. 


Nation’s Business has been do- 


for twenty years. It is 


read every month by more than a 
quarter of a million business men 
in all industries 


is accepted by 
mportant part of their 


working equipment. 


NATION'S BUSINESS 


MERLE THORPE, Editor 


Published monthly at Washington by the United States 


x~ wk * 


THREE YEARS, $7.50 


Chamber of Commerce 


ONE YEAR, $3.00 


REO TO START 
COMPREHENSIVE 
NEW CAMPAIGN 


Lansing, Mich., March 29.—Heral;| 
ing its new Flying Cloud passenge; 
cars under the heading “Brillian: 
New 1934 Reo—With No Gearshit: 
Lever,” Reo Motor Car Company, 
through Maxon, Inc., Detroit, wil) 
launch a comprehensive magazine, 
newspaper, radio, trade publication, 
and direct mail campaign in a con- 
certed effort to reassure the public 
that the latest major innovation, in. 
corporated into the cars in 1933, is 
no longer an experiment. 

Initial copy, which will be a bleed 
spread of a _ pictorial and photo 
graphic nature, will appear in the 
Saturday Evening Post, April 28, to! 
lowed by more bleed pages in Co! 
lier’s and Saturday Evening Post 
the first two weeks in May. This 
will be supplemented throughout the 
selling season by campaigns in othe: 
general and technical magazines. 
Copy will tell of various new safe 
ty, engineering and quality features 
and new design. Stress will be 
placed upon the new transmission as 
one which has “proved its case” and 
which is “no longer an experiment.’ 
Months of experimental research and 
engineering have developed it, ac 
cording to Reo officials, to a point o! 
perfection. 


Advantages Enumerated 


“The big engineering developmen! 
of 1933 remains the big development 
of 1934,” copy will claim. “Nothing 
comparable has ever been intro 
duced.” 

Included also in the copy, will be 
the many advantages made possible 
by removing the gearshift lever, such 
as increased comfort and facility ot 
driving. The ease with which th: 
new Reo drives will be expressed in 
such phrases as, now “driving be- 
comes piloting.” 

Newspapers, direct mail and radio 
spots will be arranged to coincide 
with receipt of cars by distributors 
and dealers throughout the country. 

The Speed Wagon and truck cam- 
paigns which are now being conduct- 
ed through national and vocational 
magazines are to be supplemented, 
beginning in April, by newspaper 
schedules, direct mail and spot radio 
programs, 


Advertisers Hold 
All-State Dinner 


An all-state dinner of advertisers 
and sales representatives of national 
advertisers will be held at Hotel 
Schroeder, Milwaukee, April 25, with 
the aid of the Wisconsin Daily News- 
paper Advertising League. 

The committee in charge includes 
T. G. Murphy, Janesville Gazette, 
chairman; R. S. Kingsley, Kenosha 
Evening News; R. D. Sanche, Wau- 
sau Record-Herald; Charles F. Coff- 
man, president of the Wisconsin 
Daily Publishers League, Fond du 
Lac Commonwealth-Reporter ; 

Robert Bolles, Frederic A. Kimbal 
Company; Irving Buntman, Wiscon- 
sin Markets, Inc.; and H. L. Davis, 
Appleton Evening Post-Crescent. 


Crummett Made Chairman 


Carl S. Crummett, advertising man- 
ager of the American Mutual Liabil- 
ity Insurance Company, has been 
named chairman of the program 
committee for the fourth annual 
meeting of the Mutual Insurance Ad- 
vertising Conference, which will be 
held in Savannah, Ga., in October. 


Expand Co-op Series 


“Forty-five Minutes in Hollywood,” 
the weekly WABC-Columbia program 
devoted to previews of motion pic- 
tures, which is sponsored by five of 
the principal movie producers, will 
increase its network to 389 stations 
April 7. The series is heard Satur 
days at 8:00 p. m., EST. 


Booklet in New Dress 


The Ohio Select List of Daily 
Newspapers, supplying market infor 
mation pertaining to the 50 Ohio 
cities and newspapers comprising its 
membership, has issued its March 
number in new size, form and make 


up. 
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FRIGIDAIRE T0 
AID DEALERS IN 
FOOD WITH FILM 


New Picture to Be Shown in 
200 Cities 


Dayton, O., March 29.—Attacking 
the problem of gaining the good will 
of volume food users, such as hotels 
and restaurants, in a new and un. 
selfish manner, Frigidaire Corpora 
tion tomorrow will begin showings 
throughout the country of a new six- 
reel sound moving picture, “We're in 
ihe Money.” 

Six crews of factory executives will 
conduct the showings of the picture 
during March and April in 200 cities 
itnroughout the country at special 
meetings which a total of more than 
200,000 business men in the food re- 
tailing industry are expected to at- 
tend. 

The film, according to W. D. Me- 
tlhinny, commercial sales manager, 
is not a publicity or sales promotion 
stunt for Frigidaire in the ordinary 
meaning of the terms, although the 
company naturally anticipates that 
production of the movie will build 
good will and sales for Frigidaire in 
the field. 

The film pictures the outstanding 
methods of merchandising foods, 
peverages, groceries and meats used 
hy many of the leaders in the indus- 
try throughout the country, and is 
believed by Frigidaire officials to 
embody the most comprehensive col- 
lection of food and beverage mer- 
chandising ideas ever assembled in 
visual form, 


Best Methods Shown 


It stars such outstanding person- 
alities as Oscar of the Waldorf, John 
. Harding, of Harding’s restaurant 
fame, Max O. Cullen, manager of the 
meat merchandising department of 
the National Livestock and Meat 
Board, William B. Margerum, presi- 
dent of the National Association of 
Meat Dealers, and many other prom- 
inent food, restaurant and hotel men. 

The idea of the movie is to show 
ihe most approved methods of hand- 
ling and displaying food products, of 
merchandising food, and of building 
business and profits. 

“Cameramen were sent into every 
section of the nation to record in film 
ithe merchandising activities of suc- 
cesstul restaurant operators, hotel 
managers, grocers, butchers, delicates- 
sen owners, beverage dispensers and 
others who keep the nation well fed,” 
Mr. MeElhinny explained. “The film 
is a sound picture of food retailers. 
Frigidaire just happens to be the 
medium through which this film was 
produced and through which the food 
retailers of the nation will be given 
the opportunity to see it.” 

Special invitations to attend the 
showings of the film are being issued 
to a large list of persons interested 
in food handling and food service in 
each city. 


Julian L. Deane 


to McCann-Erickson 


Julian L. Deane, sales promotion 
and advertising manager, United 
American Bosch Corporation, Spring- 
field, Mass., has resigned to join the 
executive staff of McCann-Erickson, 
Inc., New York. 

‘efore joining Bosch in 1928, Mr. 
Deane conducted his own agency in 
Hartford, Conn., which he sold to the 
Wilson H. Lee Company, New Haven. 


Putnam to Tyson 


1). W. Putnam Company, Ham- 
‘uondsport, N. Y., producer of Golden 
\ge champagne cocktails and Golden 
Age wines, has appointed Tyson- 
Rumrill Associated, Rochester branch 
tO. S. Tyson & Co., New York. 


To Claude Schaffner 


%. K. Tool Company, Shelton, 

onn., Maker of tool-holders, has ap- 
vointed Claude Schaffner Advertising 
Agency, New Haven, Conn., to direct 
‘'s advertising in industrial and 
‘ade publications. 


Surveys Beer Market 
The buying habits of beer con- 
sumers and the reasons for them will 
be determined through a survey be- 
ing conducted by the Owens-Illinois 
Glass Company through the facilities 


of the Modern Science Institute, To- 
ledo, O. 


Squibb Has Film 
Audio Productions, Inec., has com- 
pleted a seven-reel film for E. R. 
Squibb & Sons. The film was pho- 
tographed in the two plants of the 
Squibb Company, in Brooklyn and 
New Brunswick. 


McNaughton With WTAM 


Henry B. McNaughton, formerly 
with NBC in New York, has been ap; 
pointed assistant manager of station 
WTAM, Cleveland. 


S. O. Lainie 
Spring Drive 
on Motor Oil 


Chicago, March 29.—United States 
weather bureau records for the past 
50 years will play an important part 
in the spring motor oil campaign of 
Standard Oil Company of Indiana, 
which opened in the company’s 
southern marketing territory today. 


To Forecast Temperatures 
Temperature charts based on 
weather bureau records will be used 
to show the average temperature in 
years past in a given area, and will 


expected for the next few weeks, so 
that motorists will recognize the wis- 
dom of changing to a heavier grade 
oil. 

Starting today in the southern 
states in the company’s marketing 
area, the campaign will move into 
the central states two weeks later, 
and into northern states a month 
later. Education of the motorist to 
the factors taken into consideration 
by the Standard Oil service man 
when he recommends a change of 
oil will also be attempted. 

The familiar “Joe Sludge,” a fea- 
ture of the company’s winter oil 
advertising, will also appear in the 
spring campaign to dramatize the 
evils of sludge formation in spring 
when driving temperatures of mo- 


indicate what temperature may be | tors increase. 


Heads Servel, Inc. 
Louis Ruthenburg, who has been 
identified with the refrigeration in- 
dustry since he left General Motors 
Truck Company to become president 
of Copeland Products, Inc., in 1929, 
has been elected president of Servel, 
Ine. 


General Teed NBC 


Jack Benny will start a new series 
tor General Tire & Rubber Company 
April 6. The program will be heard 
weekly over NBC-WEAF at 10:30 
EST. 


KYA Joins Corporation 

Station KYA, San Francisco, which 
has operated as an NBC unit, has 
been purchased by the Hearst or- 
ganization to become a part of Amer- 
ican Radio News Corporation. 


44tuet 4 7am 
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Color, Motion, Day Value, and Night Value of this ‘Skyline of Signs’’ spectacular erected 


uous advertising. 


on the northeast corner of Randolph and Michigan, combine to give Hiram Walker contin- 


Hiram Walker joins 


Chicago’s “Skyline of Signs!” 


EMBER 


And now, Hiram Walker! 


message to 500,000 Metropolitan Chicagoans along 


Lae ctetacct: tele: Soot 


Telit Balitdetedet 


Hiram Walker is driving home its sales 


Chicago’s 


“Skyline of Signs’’—daily. Q National advertisers are getting the 


facts about Chicago’s ‘Skyline of Signs’? because they are inter- 


ested in driving home their sales messages to Chicago’s buying 


population—while it is on the buying path. Q And national ad- 


vertisers—with the facts in hand—are joining Chicago’s ‘‘Skyline 


of Signs.’’ Ask for the facts about this new force in advertising 


which enables you to get more sales in this great market! 


FEDERAL ELECTRIC COMPAN Yow. 
CLAUDE NEON FEDERAL COMPANY we. 


225 NORTH MICHIGAN AVENUE 


BALTIMORE 
LOUISVILLE 


FEDERAL BRILLIANT CO. 


St. Louis and 
Kansas City, Mo. 


CINCINNATI 
MILWAUKEE 


DALLAS DULUTH 
MINNEAPOLIS) NEW ORLEANS 


Subsidiaries: 


CO. OF OKLA. 
Oklahoma City, Okla. 


HOUSTON 


CLAUDE NEON FEDERAL 


CHICAGO 
INDIANAPOLIS — LEXINGTON 
PHILADELPHIA ST. PAUL 


CLAUDE NEON FEDERAL 
CO. OF KANSAS 
Wichita, Kansas 
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Public Shown 
Processing of er, advertising. manage 
Field’s Wares isi risa eo 


- Mr. Schaeffer explained the expo- 

(Picture on Page 26) sition by saying that the wide range 
Chicago. March 27.—The interest | of manufacturing activities of Field's 
of the public in the industrial ma |has been established because of a 
back of the! desire to control design and quality 
been | of production, and that the exposition 
was created to show the public just 
how quality is protected in the pro- 
duction of goods. Mr. McKinlay said 
lthat the mills which produce Field 
products employ 9,000 or more peo- 


| writers, and were greeted by G. Ray 
Schaeffer, advertising manager, and 
Mar- 


terials and 
products of general use has 
capitalized by Marshall Field & Co. 
through the presentation of an ex- 
position of its manufacturers on the 
fourth floor of its main loop store. 
The opening of the exposition was 


processes 


rer | 
cluded advertising managers, agency | 
executives, publishers and newspaper | 


'ple, and that its manufacturing in 
terests are being increased. 
The exposition covers a wide range | 


: F | 
from textiles to Cos- | 


marked with a luncheon in Field’s 
last Saturday, to which more than 
100 representative advertising men | 

and women were invited. They in | of 


. ' 


products, 


| materials are converted into consum- 


metics, and from staples to fashion | cations of Field’s mills, is used to 
goods. The development of fashion | explain the exposition, with sound 
items is interestingly suggested by | supplied by a new type of demon- 
the reproduction of style cables from \strating device known as the Audi- 
Paris, with fashion artists at work | tone. 

nearby developing designs from — 


which fabrics and garments are to . 
be fashioned. Women Sponsor Bill 
To give an idea of the methods A resolution will be presented at 
used in presenting the industrial the council meeting of the General 
story, cotton—real cotton—is shown | Federation of Women s Clubs, to be 
a ; : . , held at Hot Springs, Ark., May 21-26, 
growing in the field, is carried to calling for the endorsement of the 
the gin and the mill, passed through “principle and purpose of the Cope- 
the carding machine and finally is|jand pure food and drugs bill.” 
converted into toweling on a loom 
operating before the oberver’s eyes. 
Other machinery is also in motion, 
giving a vivid picture of how raw 


—_—_—_—_—_—__——- 


Rusticraft Appoints 
Rusticraft Fence Company, Mal- 
vern, Pa., maker of post and rail 
and hurdle fences, has appointed Fox 
& Mackenzie, Philadelphia, to place 

advertising in class magazines. 


ers’ requirements. 
A large map, lighted to show lo- 


WHAT WAS DONE: 


Oregonian carriers recently brought back 
cards signed by 20 per cent of Oregonian 
city subscribers who answered these two sim- 
ple questions—"“What other Portland news- 
papers do you subscribe to?” “What Portland 
newspapers do you bring from town regu- 
larly?” Every section of Portland was repre- 
sented in the answers received. The percent- 


By using 2nd paper only: 


ages secured were projected and give most 
accurate figures of circulation duplication, 

Think ¢his over, Mr. Space Buyer! Here is a 
small city in itself—over 18,000 homes. And 
these homes represent people in the better 
class, able-to-buy districts—readers you are 
able to reach only if schedules are placed in 
The Oregonian. Here are the facts every space 
buyer should have in his Portland, Oregon file: 


Advertisers miss 55.2% of Oregonian readers or 27,337 families 


By using 3rd paper only: 


Advertisers miss 72.6% of Oregonian readers or 35,954 families 
By using both evening newspapers in combination: 
Advertisers miss 38.1% of Oregonian readers or 18,869 families 


To sell both sides of the street” in Portland, Ore., you must use 


0 


PORTLAND, OREGON 


J. T. CROSSLEY, 


National Representatives, VERREE & CONKLIN, 


Advertising Director 


Inc., New York, Chicago, Detroit, San Francisco 


National Color Representatives, ASSOCIATED NEWSPAPER COLOR, Inc. 
San Francisco, New York, Chicago, Detroit, Los Angeles 


ONE Oo F AMERICA'S 


GREAT NEWS PAPER S§S 


Earnings of 
Advertisers 


Net income of Union Carbide and 
Carbon Corporation for 1933 was 
$14,172,927, equal to $1.57 per capita 
share, compared with $8,781,426, 
97 cents a share, in the preceding 
year. 

Total assets at the end of 1933 
were $305,722,894, of which $14,747 
331 was cash, compared with assets 
of $293,789,780 at the end of 1932. 


7, Vv F 


United Biscuit Company of Ame) 
ica and subsidiaries report net profit 
for 1933 of $1,014,802, equal to $2.03 
a share on common stock outstand 
ing. In the preceding year net wa 
$908,357, or $1.79 a share. 

Current assets at the end of th 
year totaled $3,260,634, and curren! 
liabilities $877,444. 


+ 


Net income of Continental Oil Com 
pany and subsidiaries in 1933 was 
$2,275,360, as against net loss of $1 
444,133 the previous year. Gros 
operating income for 1933, totalling 
$52,338,811, was slightly below thar 
of 1932, which totalled $53,405,468. 


7 &@ F 


Consolidated profit of $7,051,872 
for 1933 is reported by National Dairy 
Products, equal to $1.01 a common 
share. For 1932 earnings were $12.- 


ror 


537,380, or $1.88 a common share, 
v 7 ¥ 


Net income of Borden Company 
for 19383 was $4,646,443, equal to 
$1.05 a share, compared with $7,524, 
489, or $1.71 a share, in 1932. 
Sales in 1933 dipped to $186,301,- 
203 from the $212,348,871 of the pre- 
ceding year. 

v v v 
Reo Motor Car Company and its 
subsidiaries showed a net operating 
loss of $1,490,666 for 1933, as com- 
pared with a loss of $2,878,938 for 
1932. 

v , F 
Pan American Petroleum and 
Transport Company and subsidiaries, 
controlled by Standard Oil Company 
of Indiana, reports net operating loss 
of $1,139,159 in 1933, compared with 
net income of $596,619 in the preced 
ing year. 

vevwey 
Net income of $238,023 after all 
charges is reported by Gorham Man- 
ufacturing Company for the fiscal 
year ended Jan. 31, 1934. In the pre- 
vious fiscal year, the company had a 
net loss of $429,207. 

> 9} 2 

Pierce-Arrow Motor Car Company 
reports net loss of $1,044,162 for the 
year ended Dec. 31, 1933, compared 
with $3,032,430 in 1932. Of the total 
loss, $771,512 occurred during the last 
quarter, and was attributed primarily 
to the tool and die workers strike in 
the Detroit area. 

Net sales declined from $7,988,956 
in 1932 to $5,649,168 last year, but 
cost of sales was reduced from 
$10,067,161 to $6,002,945. 


KMOX Enlarges Staff 


W. H. Cherry, formerly of the pub- 
licity department of General Elec: 
tric Company, Schenectady, has 
joined the continuity department 0! 
KMOX, St. Louis. Ray Henderson, 
who has been with Scott Howe Bowell 
and Ruthrauff & Ryan, has joined 
the KMOX sales staff. 


Fix Flour Packaging 

The Kentucky legislature has ¢' 
acted a law regulating and fixins 
standards for weights of wheat flour 
Kach package must have the ne! 
weight of contents printed on it, and 
such weights must be two, six, twelve, 
twenty-four, forty-eight, ninety-six 0° 
196 pounds. 


———_________ 


Start New Agency 


Belmont Freiwald, account exec! 
tive for Morris & Jones, Inc., for 1- 
years, and Winston Coleman, art dl- 
rector of the same agency for the 
past nine years, have formed F — 
wald & Coleman, advertising agen): 
at 230 Park Ave., New York. 
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lthe guiding principles of Borden's wag. | B i bd N ber, 1922, as a one-cent tabloid, the| Railroads Offer Space 

THAM DAIRIES ‘icy for all the milk it sells. a timore ews, price being increased to two cents} O T: t bl T: k t 
| “Even before it had the coopera- bd M in 1927, and the tabloid size being | n itmetaodles, ficrets 
tion of the state and federal author- Post in erger abandoned in favor of standard size The Boston « Maine, Boston & Al- : 

ities, Borden’s took the initiative by —_—— two years later. bany, and the New York, New Haven 
+ miti : Y and Hartford railroads are selling | 
TELL NEW TORY asting ts purchases ” selected | Baltimore, Md., March 28.—Sale of | eee |space for advertising on timetables. ; 
dairies and working with the dairy the Baltimore Post, Scripps-Howard | Pushes New Products ‘through Transit Advertisers, Ine., ; 


farmers to maintain the health and) paper, to the Baltimore News, a| Ridge Tool C pany nena | Boston and New York. 7 
improve the quality of their herds.| Hearst publication, was announced vidge foo! vompany, myra, “| Arrangements are also being made y % ae - 3 

” lh last see has increased its advertising sched- | ¢,) space on the face and back of os 
; ere last weekend. Spi 


. « 2 P > = i : L 
: ule to include promotion of a new |, tation tickets. Accounts using " + 3 

In space that corresponded to Shef-| + anera wi 7 inadt agi... ie wos , - ase commutation ti s. Accounts using hie | 
pé , | The papers will be combined asS|poster threader and an improved the timetable space include Maxwell | 


’ . vecnted om — nage pleneering, |the Baltimore News and Post. pipe wrench. Trade magazines in the | fyouse Coffee, Sunshine Crackers, e 
Borden § Sheffield Introduce Borden's printed a pledge to user In announcing the sale, the owners oil, plumbing, marine, general indus- | Westinghouse, Admiration Cigar, : 
y tain leadership in research and sani-| of the Post revealed that the decision | trial and export fields will be used. | post's Bran Flakes. ae 
_— . Soe a@e « carwica a. : n : Sei ase Eee ees te aye 
New Service eh ver. and service Te-|\to consolidate the two publications | Cari Liggett, inc. is bis charge. | ALLS: 
gardless of difficulties. lwas due to a realization that three Spector’s New Work e 
ane alia ae - ‘evening papers cannot exist in Bal-| Jess Stribling Expands Raymond Spector, formerly ac- : 
New York, March 29.-An esti- Distillers Appoint | imore, whereupon they suggested a The advertising art firm of Jess H. count executive of the Lawrence C. 
mated $20,000 was spent in New Small, Kleppner & Seiffer, Inc., | Duy or sell” arrangement to the) striping has doubled its space in the ;Gumbinner Advertising Agency, has 
York metropolitan, suburban and|New York, have been appointed by | Veuws. Massassoit Bldg., 225 N. Michigan |joined Donahue & Co., Ine., New 
foreign language newspapers to in- Distillers Exchange, Inc., New York. | 


form readers that two leading dairy “ ; _— : ——— aie — 
firms have adopted policies under 
which all their grade A fluid milk 
is 100 per cent tuberculin tested. 


The Post was founded in Novem-| Ave., Chicago. | York, as vice-president. 


Insertion of 1,000 line advertise- 
ments in the same issues of leading 
newspapers by Sheffield Farms and 
Borden’s Farm Products Company, 
Inc., caused advertising men to won- 
der whether the companies were lock- 
ing horns in a competitive advertis- 
ing battle or merely breaking the 
same message simultaneously by co- 
incidence. 


Both firms claim leadership in the 
move, though Sheffield’s claim was 
boldest. Investigation developed the 
fact that the effort was not pre- 
ceded by any cooperative moves on 
the part of the two advertisers. 

Sheffield’s copy played up the pion- 
eering theme, with the tuberculin 
test brought out down in the body 
of the message. Borden's featured 
the fact that its grade A milk now 
being delivered is 100 per cent tu- 
hberculin tested, calling it “the crown- 
ing achievement of years of effort.” 


“AGO WORLDS FAIB 


Move Is Voluntary 

There is no law in New York 
Which provides for such purity, al- 
though New Jersey and Connecticut 
have such laws, so the advertising 
Was purely voluntary. 

Sheffield’s plan to grab the hon- 
ors for being first with the 100 per 
cent tested appeal also involved use 
of wagon posters and slipovers for 
bottles on the day the advertisement 
appeared, 

It reserved newspaper space first, 
Apvertisinc Acre learns, but Borden's 
believed its claims to leadership in 
this respect to be fully as great as 
Sheffield’s and therefore both com- 
panies appeared simultaneously with 
the argument. Except for position, 
on which point Borden’s led by get- 
ting closer to the front, tne public 
is no better informed now than _ be- 
fore on the question of who is the 
pioneer in 100 per cent tested milk. 

Sheffield’s 1,000 line copy read in 


se 


~ STRANGERS by he MILLION 


Q e 
part as follows: 
“Sheffield Farms pioneers again ... a AY BU ‘ lo 
low as an additional safeguard to 
purity Sheffield Farms announces 4 
| Sealect Grade A milk from herds 


that are tuberculin-tested. 

j “For 93 years, Sheffield Farms has 

l been pioneering improvements in the 
produetion and distribution of milk 

) . . . improvements that have been 


OUTDOOR ADVERTISING! 


| 
| 
| 
| 
| 
| 
| 
| 


adopted all over the country as Jai.” . . . eye ° 
< eee ee eae ie ee Mister and Missus First Citizen of almost every local market in 
of sanitation enforced by the com- the nation will attend "A Century of Progress Exposition" in 
buny, and the copy continued by an- Chi d e 
houncing that ‘‘we have gone a step Icago uring 1934. 
turther,” 
Tells of Pi i . . 
; <ag  ce They will be strangers to the city and strangers to all local ad- 
; ror many months Sheffield farm- - 3 ‘s 
3 ers have cooperated with us in hav- vertising, with one exception— 
‘ ing all their grade A producing cows 
i tubereulin-tested under the rules and _ . ‘ F ‘ . 
regulations of the federal-state ac- Outdoor Advertising in Chicago will reach every active person in 
redited herd plan.” ° . * 
Si daidealanee: esl: sibel tei the community, regardless of where he lives or what his local 
7 lave been a pioneer in supplying reading habits might be—at the single cost of local coverage. 
g ommercially pasteurized milk, cer- 
: ‘ified raw milk, graded milk and soft- 
‘ ae en eee Plan now to capture this national market—our story, in booklet 
e, | Borden's advertising said the com- form, is yours for the asking. 
vr any “again demonstrates its leader- 
ship in the production of fluid milk 
‘y the important announcement that 
dll Borden’s grade A milk is now 
’ trodueed fr ‘ows that are 100 per Fs: 
as General Outdoor Advertising Co. 
li- 4 “Rigid inspection, efficient labora- 
1e ‘ory-control, complete pasteurization, 
>I le utmost care in assuring the pur- 4 ‘ 
oe j‘ty of our milk have always been Monroe 6800 515 S. Loomis St. Chicago 
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ADVERTISING AGE 


March 31, 1934 


TWO DEODORANTS 
SHARE NEW COPY 


New York, March 29.—In a new 
magazine campaign, Feminine Prod. 
ucts, Ine., combines the advertising 
of two deodorants in single pieces of 
copy for what is believed to be the 
first time. 

Distinction is made between di- 
vergent deodorant requirements of 
women. The copy aims to explain 
the physical differences and help the 
customer select the one most suited 
to her needs. 

Small, Kleppner & Seiffer, Inc., de- 


|} give me complete protection for the 


veloped the campaign, which starts 
in April issues of a list of more 
than 20 magazines. The list includes 
a general selection embracing the 
women’s publications from Hygeia 
to Cosmopolitan, Women's Home| 
Companion and others. 

The first copy to appear employs 
two narrow illustrations of women | 
applying Perstik and Perstop. At | 
the bottom, two slightly smaller il- | 
lustrations placed side by side sell | 
the package design of each. 

In the body of the copy, each prod- | 
uct is treated more cr less separately | 


Nea RLY half of *him has 


He wants the better things in life, and has the 
price. He is a leader in his community—usually 
employs ten or more 


heads his own company 
people—is distinctly a “key 


*He isa Rotarian, reads The Rotarian Magazine 


(far more regularly than he 


Advertise to him 


your Automobile, your Lu 
Market Product. 


Ina “rated” mailing list he would cost you at 


least $15.00 per thousand. 


page at $429— going up soon—you reach him 


at $3.30 per thousand. An 


Dictate a note 
Chicago, and 


Facts, a feu 


ROTARIAN 


AGAZINE 


liners—he is that kind of man. 


he represents the best buy- 
ing power tn America. He will be interested in 


in a smoothflowing conversational 
manner: 

“Say goodbye to old-fashioned deo- 
dorants. Perstick and Perstop give 
you the protection you need, in the 
manner that’s modern. 

“‘T need odor prevention alone,’ 
says the woman who doesn't perspire 
much, ‘and I love the neat, lipstick 
way Perstik is applied. A few quick | 
strokes under the arms each morning 


TORTURE TESTED 


day. No muss or fuss it’s on 
without using the fingers. It's grease- 
less, and harmless to fabrics —I use it 
before or after my dress is on. Just 
as easy to apply on sanitary nap- | 
kins, 
“*And I,’ says the woman who per- | 
spires more freely, ‘find Perstop is | 
the simplest way to stop moisture. | 
I just touch the sponge-neck Perstop p oeerree RECs 
bottle to my underarm no sep- | 
arate applicator or cotton needed. 


Typical newspaper copy in the 
at eta new Mobilgas campaign. 


Dailies Consolidate | 


The Brockton, Mass., Times has | Friedman Starts Agency 
merged with the Brockton Enterprise, | The advertising agency of Stanley 
and the new daily will be known as |S. Friedman & Associates has been 
the Enterprise and Times. founded with offices at 503 Leader 
—__—. Bldg., Cleveland. 

Paper Changes Name ; ; 

Private Hospitals Magazine, New Whiteley Appointed 
York, has changed its name to New! H.C. Whiteley has been appointed 
York Physician and Private Hos-\to represent Industrial Equipment 
pitals, | News in the New England territory. 


traveled on ocean 


man.” 


reads any other). 


xury, your Thin 


More Facts About 
The Rotarian's Readers: 


With a Rotarian 


exceptional Buy! 6¢ % own automobiles in the 
, high priced or medium 
priced class. 
Pe a , 
74. Jo own their own homes, 


‘to The Rotarian. 211 W. Wacker Drive. 


a representative will call, with graphic 


while 93% live in houses. 
are directors in more 
than one company. 


32% 
59% 


Questions, and not much Conversation. 


play golf actively. 73°; 
are members of country 
clubs. 


85°, of the Rotary Clubs Are 
in Towns of 25,000 and Under 


THIRTEEN- HOUR 
BROADCAST IS 
COAST RECORD 


Mobilgas Stages ‘‘Biggest 
Show in History”’ 


Los Angeles, Cal., March 29.—Of- 
fering “The Biggest Show in His- 
tory,” not excepting those staged dur- 
ing the best days of the Roman Em- 
pire, General Petroleum Corporation 
introduced its new “torture-tested” 
Mobilgas, running-mate to Mobiloil, 
over the 12 stations of the Columbia- 
Don Lee network Saturday. 

The radio program, only one of the 
many mediums employed, marked 
the employment of new strategy in 
broadcasting. Starting at 7:30 in 
the morning, the show ran until mid- 
night with only one break, that be- 
ing caused by release of previously 
contracted Columbia commercials 
from the east. Thus the length of 
the Mobilgas program exceeded 13 
hours. 

The show commanded the talents 
of one full symphony orchestra, three 
concert orchestras, six dance bands, 
two brass bands, one Hawaiian or- 
chestra, an eighteen-voice mixed en- 
semble, a twelve-voice male chorus, 
27 vocal soloists, seven quartets, 
eight trios, one sextette, 27 comedi- 
ans, 25 dramatic artists, 19 masters 
of ceremony, 22 writers and produc- 
ers, 15 musical arrangers, 18 tech- 
nical engineers and the facilities of 
eight sound studios. 


Sought Public Discussion 


General Petroleum desired not only 
to command the widest possible at- 
tention on the day of the broadcast, 
but to make the program so impres- 
sive that the public would discuss 
it in association with the new gaso- 
line. It was decided that this pur- 
pose could best be accomplished by 
using a single huge broadcast, rather 
than a number of conventional 
length. A secondary purpose was to 
build enthusiastic dealer response by 
proving the extensive cooperation the 
company is according its force. 

The program contained no ordi- 
nary commercial announcements. 
All advertising was dramatized or 
“vagged.” Fifteen-minute and half- 
hour breaks in the program were 
avoided, acts ending at irregular 
times such as 9:54, 6:11, ete. This 
emphasized the fact that the broad- 
cast was a complete show in itself 
rather than a collection of small in- 
dependent acts. 

Spectacular newspaper and dealer 
tie-in helped create an audience for 
the big broadcast. Full-page color 
advertisements in newspapers an- 
nounced the new gasoline, while the 
opposite page contained a 30-inch an- 
nouncement of the record-breaking 
program, the sponsor thus command- 
ing two full pages. 

A teaser campaign, confined to 
posters and newspapers, stirred pub- 
lic curiosity. Only two words were 
used: “Torture Tested.” The first 
was shown in flames, and the second 
coated with ice. They gave no clew 
to the nature of the product being 
advertised, so that much speculation 
was indulged in until the newspapers 
took up the teaser campaign, finally 
revealing the sponsor of “Torture 
Tested” Mobilgas. 

Smith & Drum, Los 
placed the campaign. 


Angeles, 


Picks Howard Law & Co. 


Mifflln Chemical Corporation, Phil- 
adelphia, maker of Mylin, Mifflin 
Rubdown and Spearmint Mouthwash, 
has appointed Howard Law & Co., 
Philadelphia agency. Magazines, 
newspapers, trade papers and out- 
door will be used. 


Hotel Cleveland Appoints 

Griswold - Eshleman Company, 
Cleveland, has been named to place 
advertising of Hotel Cleveland. Met- 
ropolitan and local newspapers, local 
magazines, billboards, radio and di- 


rect mail will be used. 


Information 
for Advertisers 


The following documents may be se. 
cured without charge by any nationa! 
advertiser or advertising agency from 
the companies sponsoring them, or 
through ADVERTISING AGE. 


No. 580. Statistical Survey of the 
Fourth Market and Coverage Mayjs 
Complete’ statistics on _ trading 
areas, population, radio homes, auto. 
mobile registration, and number of 
listeners in the Detroit area. Also 
includes complete maps showing day. 
time and nighttime coverage of WJR. 
by whom the folder is issued. This 
station also has available companioy 
folders analyzing mail return, ete. 


No. 581. Half the World’s Fair At- 
tendance Was From Small Towns. 


Interesting analyses of the home 
towns of visitors to the world’s fair 
in Chicago, which Household Magu. 
zine uses to show that “even at the 
height of the depression, the sma}! 
town market had the cash to gy 
places and do things.” 


No. 582. Zones of Influence. 


An unusually complete and well 
prepared analysis of the zones of in 
fluence of newspapers in Oklahoma 
City, Dallas, Fort Worth, Houston, 
San Antonio, and Tulsa, published 
by E. Katz Special Advertising 
Agency. A wealth of figures and 
easily legible maps make this book 
valuable to all interested in the mar- 
kets enumerated. 


No. 544. Mouse-Trap Manufacturer 

Stages Come-Back. 

An interesting and entertaining 
story—with a moral—of a gentleman 
who “constructed a broad, paved and 
well-lighted highway to his door,” 
with a simple explanation of how 
he did it. Published by American 
Telephone & Telegraph Company. 


No. 547. More Chance to Sell. 

A reproduction of a series of New 
York News advertisements which ap- 
peared in Women's Wear. Inimitable 
News advertisements, with a chuckle 
in every line, but informative and 
thought-provoking also. 


No. 525. Gasoline, Motor Oil and 
Grease in the Food Field and In- 
dustrial Lubrication in Food 
Plants. 


A study of the markets for these 
products in the food manufacturing 
field, the types of executives con- 
cerned with their purchase, and the 
coverage of Food Industries, by whom 
the studies are published. 


No. 564. Painter’s 
Paste—Electricity. 
This is the title of a new monthly 

paper published by R. C. Maxwell 
Company, Trenton, N. J., to keep ad- 
vertisers acquainted with latest de- 
velopments in the territory of this 
outdoor advertising company. The 
current number discusses some of 
the changes which will be noted this 
summer by the stream of pleasure 
seekers at Atlantic City. 


Paint—Poste's 


No. 566. Relative Influence of Men 
and Women in the Purchase of 1° 
Commodities. 


It has long been contended that 
regardless of the sex of the person 
actually making a purchase, family 
buying is influenced by two or more 
members. In this survey, Redbook 
shows the relative importance of 
men and women in the purchase of 
many specific products, such as cam 
ned goods, cereals, coffee, desserts, 
soap, automobiles, electrical devices: 
refrigerators, rugs, radios, etc. 


No. 514. Every Woman Leads 4 

Triple Life. 

“Is a woman a creature of pleas 
ure and romance? A purely domestic 
genius? An individual strictly co™ 
cerned with beauty shops and coutu- 
riers? Or is she at intervals all three 
of these?” asks this attractive pook- 
let describing the reasons for rear- 
rangement of McCall's Magazine into 


“three magazines in one.” 
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IAUNDRY COPY 
IS FINANCED BY 
MACHINERY HOUSE 


$60,000 Campaign Staged 
In Kansas City 


Kansas City, Mo., March 29.—The 
American Laundry Machinery Com- 
pany, Of Cincinnati, has returned to 
the advertising arena with a $60,000 
campaign in behalf of the Associated 
Laundry Owners of Greater Kansas 
City. The company’s name does not 
appear in the copy, which is signed 
by member companies of the associa- 
tion. 

Kansas City is being used as a lab- 
oratory out of which the American 
Laundry Machinery Company hopes 
will come the idea which will restore 
the industry to its former prosperity. 
Current copy offers 16 pounds of wet 
wash at 49 cents, with three cents 
extra for each additional pound. 

This price does not allow a wide 
margin of profit and some laundry- 
owners assert it allows none. Oth- 
ers say this price is profitable pro- 
vided a sufficient vaJume of business 
can be secured. 

Greater than immediate _ profit, 
however, is the hope of attracting 
housewife back to the laundry at 
once, so that, with greater prosperity, 
she will rely on it for both washing 
and ironing. It is also no secret that 
the campaign is designed to halt the 
inroads made by washing machine 
manufacturers, whose energetic sales 
and advertising activities have re- 
moved many housewives from laun- 
dries’ prospect lists. 

Canvass Homes 

Three thousand Kansas City homes 
were canvassed by the American 
Laundry Machinery Company and its 
agency, the Ralph H. Jones Company, 
to discover why the laundries’ sery- 
ices were not being utilized. Ex- 
pense was found to be the obstacle 
in the majority of cases. Out of this 
grew the idea of a special rate for 
wet wash. 

Copy emphasizes the “better liv- 
ing” idea. “Take Blue Monday off 
your calendar,” urged one advertise- 
ment, asserting that use of the laun- 
(ry is health insurance, since the 
housewife doesn’t invite colds by 
sloshing around in a wet basement, 
tiring herself out and otherwise low- 
ering resistance to disease. 

The campaign will run for ninety 
days, during which members of the 
association agree to maintain the 
prices established, refrain from. in- 
(lividual advertising and to provide 
sales figures for comparative pur- 
poses, 

A number of cooperative local 
laundry campaigns have been used. 
In the majority of cases they were 
ft an institutional nature, however. 
Those of Milwaukee and Oklahoma 
City are cases in point. 


New Agency Has 


Liquor Accounts 


A new advertising firm, to be 
‘town as the Arbee Advertising 
Agency, has opened offices in the Ad- 
vertising Arts Bldg., Terre Haute, 
Ind. 
_W. Rex Bell, president of the 
‘erre Haute Foundation, the Three-B 
Advertising Company, the Dishon 
“oster Advertising Company and the 
Thomson-Symon Company, will be 
resident of the new agency. Wil- 
‘am Polje, who has been with Skelly 
Tide Water oil comnpanies, and 
fneral Outdoor Advertising Com- 
lany, will be general manager. 
Accounts to be handled include 
‘lose of Terre Haute Brewing Com- 
Smith-Alsop Paint and Var- 
Company; and Ideal Baking 
Mpany. 


deLima Transferred 


Peter deLima, formerly assistant 
Ralph Wonders, manager of the | 
umbia Artists Bureau, has joined | 
‘umbia’s Commercial Program divi- | 
non the west coast at KHJ, Los 


feles 


, ) 


Journal Changes Hands 

Clinical Medicine and Surgery, 
founded by Abbott Laboratories, has 
been taken over by Dr. George B. 
Lake. New editorial offices are in 
the Medical and Dental Arts Bldg., 
Waukegan, Ill., with a Chicago office 
at 410 N. Michigan Ave. 


Picks Convention Date 

Associated Business Papers, Inc., 
will hold its spring meeting at the 
rreenbrier, White Sulphur Springs, 
V. Va., May 5-6, according to latest 
plans. 


Shevdeen Changes Work 


Resigning as production man at 
NBC studios, Chicago, Ted E. Sherde- 
man has joined the Stack-Goble Ad- 
vertising Agency as radio production 
manager. 


2f 


New Drive for 
Muscle Builder 
Shoes Launched 


New York, March 29.—Striking 
comparisons showing how foot irreg- 
ularities in childhood lead to perma- 
nent defects in the adult are em- 
| ployed in a new campaign, centered 
principally around New York, intro- 
ducing the improved Muscle Builder 
children’s shoes of Dr. A. Posner, 
manufacturer. 

Basically, the advertising is de- 
signed to establish the neighborhood 
footwear merchant as one who gives 
scientific attention to the foot, since 
{it is in these stores that Muscle 


Builder shoes are sold and since 
these dealers have felt department 
store mass selling most keenly. 

Small, Kleppner & Seiffer, Inc., is 
in charge. A direct mail campaign 
covering the medical and pediatrical 
professions of the entire state ties 
up with the consumer effort. 

Size of copy varies, some of it be- 
ing 400 lines in the metropolitan pa- 
pers. The theme is prevention of 
the child’s foot from “toeing out and 
heeling in.” The product for this 
purpose has been worked on five 
years and was only recently revised. 

Pictures of Ubangi women, with 


platter lips, illustrate how deformi- | 


ties grow. Trick photography hits 
home the message that improper 
footwear may make a child waddle 
like a duck, preventing proper devel- 
opment of muscles and bones. 


. 
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George Advertises 


First national advertising ever 
done by W. S. George Pottery Com- 
pany, East Palestine, Pa., on its din- 
nerware line will appear in House 
Beautiful in May. Franklin Spier 
and Aaron Sussman, Inc., New York, 
is the agency. 


——— 


Sponsors Baseball Games 


White Star Refining Company, De- 
troit, has contracted for sponsorship 
lof the Detroit Tigers baseball games 
for 1934, using the Michigan Net- 
work. 


Retail Tax Starts 
Iowa's two per cent retail sales tax 
goes into effect April 1. It is held 
‘that the sale of advertising in news- 
|papers, periodicals and magazines is 
not taxable. 


|} 
‘| 
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THE SIGN 


™ of a good place to stop in New York during the AN PA 


convention .. . or at any other time. 


@ In the advertising center, one minute from Graybar, 
Chrysler, New York Central Buildings. 


@ Small enough for personal service, large enough to have 


every facility. 


@ Variety of accommodations from single rooms to pent 


house suites. A number of beautiful two room apartments 


with serving pantries, refrigeration, fireplaces. 


@ A fine clientele among whom are a number of advertis- 


ing men and women who will vouch for the truth of this 


announcement. 


@ “Roger Smith” restaurant; club breakfasts from 25c, 


luncheons from 50c, dinners from 75c. 


For reservations, booklets, floor plans or other information, 
telephone WIckersham 2-1400 or write Edwin R. McGary, 


Manager. 


HOTEL WINTHROP 


47th STREET & LEXINGTON AVENUE, 


ellso under Roger Smith management: 


Roger Smith Hotel, 


Stamford. Conn 


Roger Smith Hotel, White Plains, New York 
Roger Smith Restaurant, 4l]st St. and Madison Ave., New York 
Hotel Brittany, 10th St. and Broadway, New York 
Hotel Congress, 19 West 69th St., New York 


NEW YORK CITY 
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Ginger Rogers 
Asks $100,000 
In Radio Suit 


Los Angeles, Cal., March 29.—Al- 
leging that a purported radio “inter- 
view” at which she was not present 
decried her ability at portraying 
other than comedy or musical ex- 
travaganza roles, Ginger Rogers, mo- 
tion picture actress, has filed suit for 
$100,000 against the National Broad- 
casting Company, Station KFI, the 
Health Bread Company and Sylvia 
Ulbeck, known as Mme. Sylvia. 

The complaint sets forth that “Miss 
Rogers” was interviewed March 20 
in an NBC broadcast released over 
station KFI. The person represent- 
ing Miss Rogers declared that she 
was tired of doing only comedy parts 
and wished to essay a dramatic role. 

The interviewing director asserted, 
according to the suit, that “Miss 
Rogers” is unsuited to dramatic 
roles. Later in the broadcast, it is 
alleged, Mme. Sylvia advised “Miss 
Rogers” that she needed a rest and 
better diet and should eat health 
bread. 

The suit alleges that the actress’ 
standing in the motion picture field 
has been injured by the broadcast. 
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One of the Dr. Ross’ test news- 

paper advertisements which illus- 

trates the general tone of the 
series. 


WAVE Appoints Rep 


Free & Sleininger, Inc., has been 
appointed exclusive sales representa- 
tive of WAVE, Louisville, Ky., in 
New York and Chicago. 

Rheingold Appoints 

Liebmann Breweries, Inc., maker 
of Rheingold beer, has placed its ac- 
count with Newell-Emmett Company. 


PET FOOD WAR 
PRECIPITATED 
ON WEST COAST 


Los Angeles, Cal., March 28.—A 
campaign which is sure to further 
stir up the already embattled pet 
food industry will be launched here 
March 30 by the Dr. W. J. Ross Com- 
pany of Los Alamitos, said to be one 
of the largest manufacturers of cat 
and dog foods in the country, with 
a five-column, 168-line advertisement 
in the Los Angeles Evening Herald- 
Express. 

A bold attack on the ingredients 
alleged to be used in many dog and 
other pet foods features the adver- 
tising, which will run 21 insertions 
of the same large size space. The 
Dan B. Miner Company is in charge 
of the campaign, which is in the 
nature of a test. 

Too many pet foods are being 
made from slaughter house scraps 
and worthless meat by-products, ac- 
cording to the company, and these 
products are harming the industry 
as a whole. 

The new test campaign will ex- 


The Greatest Names in the 
Hospital World! 


Names which are famous for service 
of hospitals, names which represent the 
highest quality and the best values in 
hospital equipment and supplies—these 
are names which are made familiar to 
hospital executives through the pages of 
HOSPITAL MANAGEMENT, the 


journal of hospital administration. 


Cannon Mills 


General Electric X-Ray Corporation 
Eastman Kodak Company 
Colgate-Palmolive-Peet Company 


Johnson & Johnson 


John Sexton & Company 
Seamless Rubber Company 
Lewis Manufacturing Company 
American Laundry Machinery 


Company 


Hoffman LaRoche, Inc, 
Swartzbaugh Company 


S. Gumpert Co., Inc. 


Besides the sure-fire 


ground supplied by the greatest editorial 
authority in the hospital field—Matthew 
O. Foley, founder of National Hospital 
Day—HOSPITAL MANAGEMENT 
offers not only ABC circula- 

tion but proven coverage of 

the buying power of the field | } 


at the lowest rates available ' 


thousands of 


They know that HOSPITAL MAN- 
AGEMENT, the only hospital publi- 
cation devoted exclusively to administra- 
tion, has the keenest reader interest of 


practical executives re- 


sponsible for successful operation of the 
leading institutions of America. 

Here are some of the famous names 
represented in the February issue: 


Western Electric Company 


Lehn & Fink 


Parke, Davis & Company 
International Nickel Company 


E. R. Squibb & Sons 


Onondaga Potteries 
Kenwood Mills 
Davis & Geck 


J. B. Ford Company 


Bay Company 
Wilmot Castle Company 


American Sterilizer Company 


editorial back- 


anywhere. Ask us for latest analysis of 

the approved hospital list of the Ameri- 

can College of Surgeons—the primary 

hospital market. 

leading advertisers in the great hospital 
field turn to HOSPITAL 
MANAGEMENT as 

y the outstanding hospital 
medium. 


It will show you why 


HOSPITAL MANAGEMENT 


The only hospital publication member of both A.B. P. and A.B.C. 


330 W. Forty-second St. 


NEW YORK 


537 S. Dearborn Street 
CHICAGO 


pose the “by-product racket” with 
copy “packed with dynamite,” ac 
cording to officials. With headlines 
such as “Fish heads and cows’ lungs 
have no place in your dog’s diet.” 
“It’s time to expose the racket of 
unnourishing by-products pet foods,” 
and “Are you feeding your pet en- 
trails?” the copy will strike out vig- 
orously at products of this nature, 
and will explain the dangers of buy: | 
ing chemically doctored foods, and | 
the wisdom of purchasing quality | 
products. 

A different breed of dog will be 
featured in each advertisement, be- 
neath which will appear a statement 
of the contents of Dr. Ross’ Dog and 
Cat Food, signed by Dr. Ross and 
sworn to before a notary. 


Dailies Turn 
Down $500,000 
in Advertising! 


Ocala, Fla., March 28.— In the in- 
terest of the taxpayers, the Florida 
Press Association has recommended 
to the governor and his cabinet that 
the readvertising of tax delinquent 
lands which have already been ad- 
vertised and sold to the state, be 
eliminated. This resolution, which 
was concurred in by 52 of the 67 
papers designated to publish the 
1934 tax lists, in effect declines a 
volume of advertising estimated at 
$500,000. 

The attitude of the newspapers, 
as expressed in the resolution, drew 
immediate commendation from Gov- 
ernor Sholtz and every member of 
his cabinet. ‘For the people of 
Florida,” the governor said, “I want 
to express appreciation for this mag- 
nificent cooperation with the state 
in its effort to balance the budget. 
I am thankful that we have such a 
public spirited press in Florida.” 

The resolution said the Futch bill 
for long-term redemption of delin- 
quent taxes held by the state prior 
to 1932 “inadvertently requires the 
county tax collectors to readvertise 
and sell again the tax delinquent 
lands which» already have been ad- 
vertised and sold to the state.” 

“Such action in readvertising these 
lands will cost the taxpayers more 
than $500,000," the publishers’ reso- 
lution said, and ‘will serve no use- 
ful purpose in that the aim of such 
advertising has been atcomplished 
by the original advertisement and 
sale, thus validating tax sale certifi- 


” 


Arnold Merge Services 


Market Research Corporation of 
America, a firm to serve in the field 
of market and advertising research, 
trade and consumer surveys, consul- 
tation and analysis, has been formed 
through the consolidation of Percival 
White, Inec., and Arnold Research 
Service. 

Officers are Percival White, for- 
merly of Percival White, Inc., presi- 
dent, and Pauline Arnold, of Arnold 
Research Service, Inc., vice-president. 
Offices are at 1250 Sixth Ave., New 
York, and 120 S. La Salle St., Chi- 
cago. 


Offers New Guarantee 


General Electric Company is offer- 
ing buyers five years’ protection on 
the mechanism of its Monitor Top 
refrigerator at the rate of $1 per 
year. 


Lawry Adio Club 


Clinton C. Lawry, Outdoor Adver- 
tising, Inc., Boston, was the guest 
speaker at the Wednesday luncheon 
of the Worcester Advertising Club. 


PUBLIC PICKS — 
BEST PROGRAM 
FOR GEBHARDT 


San Antonio, Texas, March 29.—, 
radio audition in which the public 
acted as judges and secured appro. 
priate rewards, marked expansion of 
the radio program of the Gebhardt 


RADIO FANS! 
Help Gebhardt’s Choose 
New Series of Programs 


Probably the first cime in radio 
history two entirely different 
racio programs will be broad- 
cast the same evening over the 
same stations for the same 
products! 


Gebbardi's wants your help in 
choosing the program having 
the greatest popular appeal He 
sure to listea to both of these 
Gebhard: programs Monday 
night. The hours are given 
, . Gee. . 
You have heard of private 
“auditions” in the studio, by 
which the sponsors select their 
own programs. This will be a 
great public andstion—acwwally gift for you. Listen for Geb 
on the air! Hundreds of hardt’s gift offer on 
» Monday 


thousands of radio lis- theair.. 
teners will be the judges. FREE night! Send your voir! 
GIFT TO ALL WHO HELP US DECIDE! 
GEBHARDT CHILI POWDER CO. 
SAN ANTONIO 


First Program 9:30 te 10 — Second Program 10:15 to 10.45 
MONDAY NIGHT. FEBRUARY 19th 


Gebhardt's — makers of the 
famous Eagle Brand of Ch 
products —will have a special 


STATIONS WOAI, KPRC AND WFAA-WBAP 


Newspaper advertisement of Geb- 
hardt Chili Powder Company, 
San Antonio, Tex., which asks |is- 
teners to make a choice of radio 
programs for the company. 


Chili Powder Company, which has 
also resumed its national magazine 
advertising. 


Deciding to use a_ southwestern 
network, the company and its agency, 
Tracy-Locke-Dawson, Inc., of Dallas, 
was confronted with the problem of 
whether to continue the Mexican pro- 
gram which ran weekly over Station 
WOAI for more than eight years or 
to “go modern.” 

With the help of newspaper copy, 
the public was invited to decide the 
issue, a full-sized can of Gebharit’s 
Deviled Sandwich Spread being of- 
fered to each voter. 

The Mexican program went over 
the air from San Antonio, and after 
a fifteen-minute lapse, an American 
orchestra began a thirty-minute pro- 
gram from Dallas. Thousands of 
cans of deviled spread were dis- 
patched in the following days and 
the company announced it had se- 
lected a Mexican program for its 
chain broadcasts. 


Unusual Offer 


Another unusual mass sampling 
idea was tested later. Listeners 
were urged to buy a can of Geb- 
hardt’s Tamales and to report the 
result on the label. If they liked the 
dish, they were sent another full- 
sized can without charge. If they 
voted against it, the company sent a 
refund. 

Besides radio, the company is using 
American Weekly, Good Housekee)- 
ing, Ladies’ Home Journal and Me- 
Call's. 


FREE & 


RADIO STATION 
REPRESENTATIVES | 


SLEININGER, INC. 


CHICAGO 
180 N. Michigan Avenue © Franklin 6373 
NEW YORK 


Chrysler Building © Murray Hill 2-3030 


MASS PLAN ADVERTISING | 


HOME-TO-HOME DISTRIBUTION OF ADVERTISING ANO SAMPLES 


menting their 
Merchandising 


= 


EIGHTH § 


In developing additional retail sales outlets in 
the Chicago trade territory, manufacturers of 
food, proprietary and cosmetic products have 
discovered a most valuable means of aug- 


ADVERTISING CAR 


own sales efforts with Big 4's 
Service. 


wy 
RIE 


we MAR KRIS OS 


.. 
6 


oss 


\\VE WE 


af {| 


a Rd, See ce _ 4 . i ind A 
oa ee te . i en AE Se ee eae, a ™ Te en et Sere eT eS a ee See ee ae, 9 oe A Poff rot 
; Ae ee ee = Pat eon 4 ee “i ry es a Pe a WE ee at ; tn 2 eB Eke debe tae te ake Fee ot ee eG EA PI ds NTS ERCP Re Aecre ASB A gee dn ee Nt So Re ar A SK OR a Pas 
oO Se ae ae Pitnadt fae Got: ae mae Se Sg = es > wah Ba Sy FP te SS a ae ey eee oe BEE ES SE TAS | Soe gpa ae WO ag > SP” Raion acer es we Poa Ce 
eye —_ SNe Sais + ly i > ‘ “)* 2 j ‘ : 4 P _ le a Bi) 4 ; Be en — 7 a Wi 2 ve ' ae : Qh Pe :. ; wok ated S.A, ' ¥ gf EP te ay ae fe oe oe OS ee aes 
*: ara e: sae ; 
: es 
z = ee 
:% | 
: : ———— 
eee ’ A 
s e 
, > : ovr ° 
a goodie? vy 
one are yo" 
: Le - | WIRA 7 . 
a y ihe P wn, 
meee guse © J 7 
ees: E wouse BY abel! . 
, aT - - sioveh"*" fomy 4 
is nae sod under i 
% BEWARE =i 
of unnourishing “by-product” pet foods 
—_—_—— Cees SS. en 
i , | 
3 | neem epitaph: Soprennmnmemmete nis | 
| pay a meny oe a lg te apoeauen 
‘ ean Os ene watee 
Se ee Z = 
9 meses: pr Ros? 
gas 1D) NG SsoaseS 
x “ie d voy 
Ke 25: | 
ras | 
| ee | 
be pec-cat A 
ee | § ~ § 
oe ale _ = ar nui ce | 
lepers | 
Se it | 
sc lS Ss 9 
7. ao: 1o% 4, 
AS “aN. | | oo * Pf ' ee - c., 
. oi Ceci — | | Hs Sar ahs pee C06 Ste 
; Di: am a i . - — 4 © oe : 0, 90O% 2, 
a wat 3' 7 .\ \ VE Oc, ihe 
eu Sc + or . ; eg u.! 
Ze os ce 5,3 
oie ce “o ~*~ ” 
Pret hee 
ae) ae ie 
95 a 
Be oe. | 
Pt a : 
ee | 
A =F ied e | 
ret >) ree 
‘ao 
eee | 
ae SS . | 
eg ee eee EEE 
ao ae | 
a 
a 
ee ot 
ey te 
te ee ee 
VV oe 
one ae 
i ck a 
ime Bs: a 
Be a an 74 
fe 
ips che 
= a i: 
eae 
oa | 
sat a ala 
eh a 
Se ; ae 
MS es. 
2 ore 
Pigs = . 
<= aes 
vi pes ear ae 
Bete. 
~ PVs 
Re a 
2 ae ea 
ae 
oe 
2 4 soe 
gia at 
oe 
Ae on a 
a ee 
ee. ————ll________| 
et... 
on aa 
4 ce 
ot oe ag 
ie 2 ode | oe 
1 os 
ec 
. gee 
Lan 
iS ae 
ier a cates by giving due notice.” 
ey : P . l . | 
| ercival White and 
‘eat | es 
ie. v5 Fig 
a 
“4 Se eee 
Lae pee 
meee 
“ — . f | 
ey, 
a3 wee? 
: . ary. 
os 
eT 
sania ee ee 
ne mae 
o_o Bee ui, 
eed SS lil 
ean 
J oe 
ee 
mi | a = 
ia: a 
an ae 
en Po 
Jo Sel 
ae 
Sere 
a | 
Be ot. 
s Po ae ee a 
ee 
eos) 
eg ————]]e—ee— EE 
ea ae oo ——eeeeeeeeeeeeeeeeeeeeeeeeeeeeeeeee — 
een — 
“at = re 
FS F ir rc = 
et ~% = $$ 
. ee a 
te 7 
~ ; MEMBER : == 
“i = SASIRIBUT, = 
= SNe 
238 = ([S// Ne = 
2 ee ~ | \Zy, 
asin a SC um |\\g 
iy -nileneat aT = |e . a \a 
errs = \S\\ - 1/2 
tes oer wo j ry 
pumas. PE FY & ‘ , 
Prep os ee = & ‘ 
: mes <7 aS = e . 
eh Oa oa 
a . as 20 EAST _ ~ ; 
Fi. - Re 
ites | ely Fe 
ey gee e Ny 
Se kee aeedg MRE nck) i igs aban cob a Ua i raat ox Sl i ig lt Saar oN Ie Le eg Doce pe 
ht iia cd BOC OO Me Ms ig yan Be Say EN RANG i PAT eh ea CHT TE BSS SI pen kA Sali i Sel RRR na aie aA my ? 
PRET OR LE cei ale a Ha aia Rhy Wns SC RRR NTT ag nee rr genie ie ER cera aA oS ak =o : per 
4 eis SPE I aR AE at fy eR Casati as cei 2 rere Ma an ie ys Sea Fg Si RR MO ean a Ea ay act pS PEE SOS Ce SE eee Sie i) Re RAPT, BAT NG Shoe gS ES as er ea af Pest engl Pa : Pie elena act : en ee eee STANS YY att ts 8 
’ re aoe Me j fait ey | = nite MAY SPE pees ae . ie 3 % ia * SY Pore ode heat ea a Fale aes 2s eer ST vedas # ull 2 Re: re betes wr ~=¥ fee, 2 oe aE SU a anes F 
yecgt rue ASS “ia a! Ris 5 cee) ele torn, IgM Saline” Meee Re htt Reka ae EN rahe Sie rnd eMite fa a Daea OBS ORI ae oS oe a Me gh eas Sean MME ca 5 nl SP a te cdl gs Or I ie ee athe em A oy eee 
fs aie Sater Reamer gratis ot ASAT Ge Big see Beet Ohh e A tert Taig Aa ace rg he) a Lore SOREN aie emanate y faite es Sie OR Cre Se te) ees 2 ee Fits ate ae Se sk ek ea RE eae pa ee a die ti. ott Neri ayy ae tie Mg oh eS, pe 
Pha aa a: Zea oe BRD BPN Te (hese a eae INE ER Caries) Lek ae Se ar ovo TERRE RE AEE ee Tes Pay gy ats SE ae aan 8 eomee Aggie a PASO py eeee ht ee Es ee By crea ett ie. alae eters ets, ie gt ar) it le ee are i 
: aie”. Re 58 Re pRRMe rng Ree Wome GoS Ci le uae See oie gig Sonn. Son Blame aoe anager ug Se Pr EE a ae CROSS PDE Se git 8 aN ae TO FE aR Petal eae See sa 
A RE Oe |S Reels ee Rie” Beans. LS Ce I So SMMC eth louie ie hPa) gee ia NaS ree ey fa ta | eed a (S| Ay SN aR ep Ee RR Main Re aE SET 3 
“vedi at ee < oe Richa enh Beg Weg te te rae te Sy RT Sars eS Rw ee eo oe ro, dies ee hae fe ere gated =. + A Day ag aa US Pe 


4 March 31, 1934 ADVERTISING AGE 


a aviator must be interested in the direction 
: and velocity of the wind. That is his competition, 
and even Lindbergh uses weather reports. 


Every advertiser should be interested in the adver- 
tising activity of his competitor. Media Records, 
Inc., is the national weather bureau of advertising. 


If your competition advertises in any newspaper 
published in the cities of 10,000 population and over, 
Media Records can tell you in what cities — in 
what papers and the amount in each city and in 
m each paper. 


: The monthly Media Records reports have diverted 
a many badly directed advertising dollars into profit- 
‘ able channels. 


: If you are not using Media Records reports to 
: guide you in your advertising competition, the 
: chances are your competitor is. The Media 

Records service which your competitor is using 1s 
: available to you. 


MEDIA RECORDS, INC. 


4 330 West Forty-second Street 
| NEW YORK CITY 


5 m By 


NEW YORK CHICAGO COLUM BUS SAN FRANCISCO 


hetataght OTR Mees ae Ti ohn a ge ee ie ir me Nee Pe NS Bg ay eam OE cai oS Nine antes A hee By ie I NU ee Deere cm Pe at Cet Trae eels ay AE fee 8 Oe cn Re AO a REN BRS MEE Ba rea AMEN oe gee eee Screen WORE CN ge an, bey aM OPES ce ht a a a 
ena 7 a sree at 1 wt = ‘ 0 z , om z . ss ; 5 al s aac, * gph ae t D er nt ie ans ros 4s. re Ag : nee r . 9 5 ' wr Aig ge | ss 3 re x Ne Maan? ts a 
Secs. sik 
Pa Ted eal 
Pigs 
Fg» : iPS 
' ET * 
21 2g 
_ nnn renner eee ee eee ee ee re a) 
= ee a Be ee ————————$—$—_—$—————LS LS wey ba 
Q mi bu 
GRC ee 
oe 
Peeiees 
— Neen Ee a . a ' ie 
ee y, oul 
Baty. 
oe oi 
ere 
he 
meet fo 
Be seem 
ee, ce 
ai a 
A 
¥ i. 
fe 
ee 
Cys ae 
rae ; 
= AD So a 
i, a 
a 
Sa 
ae aa 
~  N oea 
Os Sor eat, 
ship helo 
stir 
Bee ne oe 
rt pe taco ana 
| airs 
Cae 
hod See 
oe Joe 
a ioe 
a af 
vege ated 
bas i ee 
Bist tad 
er 
hi pe ehiar 
ae 
a 
a 
=r 
+ 7 
st ne 
ere aoe, 
oe 
ee 
ai - 3 
ene 
he: 
; . 
ie 
a 3 
kot 
Sees eho 
os ae 
Yo ae 
sien wares Zs ; 
Ae 
re ae 
& aS 
$y 
% 
S 
+3 
<2 oe. 
‘ oe 
7 = ee 
ne ciel 
ss Gane 
° ae 
It’s ie 
ot- ee: 
Me 6 
a a 
ee) 
Ae oe ae 
Bi, 
og ote 
pe eel a 
aie Sly mas 
Ngee, 
Nadas on 
ey), eg 
BS 
je s 
Ee 4 
© tree se 
hs hoe ; 
Beet 
ee 
“ol ee 
“3 ‘S7 
’ 
{iit = . # 
the ie 
ull: —— be 
; A oo 
~~ MEDIA * yiae’ 
; aoe 
as RECORDS AS 
wy ie ‘ad 
SI} ie liege 
ing ?) Ml) Ls a 
= 1 it ree eee 
rep 2 is i 
. 3 . Hi i 
= AL <> =... 
| Zl ‘ee < ye 
a . : 
, ee 
' s 
zs i 
Siting 4 } #5 Oe, a yer 
rk. ot Pa ae ; ' cr ee hy rr 
Perel aa ie rent ey nas aS a Pree oe! h ae ae 5a : Sa eS tt pe Sais hard" or ie fi Wis ied Poggi ee oars Vaca * E Tope Tee = we Mahad act Se pe} San dae ¢ f * hee ? Y " eae ee. ' Mae - an fats » oN Se ee a oe 
pA ees Poy TR ee COED A Qe ea A AR gn OY VS Bi ae aoe Fa i NO Rea ai: FOR! Bi cilacaee Syrah ce AEH is “a ; Pe ON, Re Me Re eR ce SRL cine ae Oe eS et OR ER ae or en Pt og) 2 aa a eee Se hes sere ME ste ea he ro Rilke dos? ges 
Sy ee sree Si ie Se) SeaTac | om Pag Sag. VE he Rt Ee A? ies ; a ‘ Je) Aeha alae <n, Sy a lek Pe agit Pe he as ~ ae ES Sal OAAS 4 kien Ate Ey goes sg Tey ae a MRE te: oc ; eet Ba, Mean si tar ata et oe re 
if eaiaks ( eettiies ee ‘ des ci i Cray th a ine ES SA cots aes Li gre Sos YS A acess, Seon lac ee Pi pe ante igh catenins aaa © 2S aS ee RE GIS TREE SR yt eg Se ae rade Ue * Re a CCT ahd 
ea ie ee eer Se oe ee bes 9 Se a. ipece co ie SR sa ee eta hal a aie laos eal ig Mt le ce one SR SS Nae PEK eR ET et) ee Ag hs Fi ah cee ia ia aM ari Bs ite oe SL Ri [5 ee Ree ints eA MAD yam i AE RM ATS BN me AN ier SPE ei SiS ly A ee : res od, oie 
ee ot oe bees io pate Cia cake eee ite Paar é oe ra Pore ee ke ea Sweety Se op Rei acca ft ae ee ane hey ee ae Ben a Soren ane) Sah ats, Sees coe reas pee oak Fa 4 iP fe hate r aes: Hal toe ees “e er } fee wae BH nee ha sie oe! Bain: i 
2 gs 8 nO OA ra ea) See Ra She Hy ee HERE ged | (dea Mee tog a ade oo at AEP oe EM Leet EER a: Seek ae tack tae 44): eee 5 Uitte ey aaa Beer cn ieee oe EL ae RL eet at es Se elie a ae Cue MOREL, et, ie Be ee Wey oe een eek St inten dpe, b> 7 " Gah) ee a oS oe nee 
RemnEn ee  cee eee e il teases Seale LEE TE ESRD OO SE 8 RE MR, Soo RRR AS rE CPO Eo TG SERIES on RMT ES SREST EASES Oc! 2  c r ceaeY 
a ee Ba ae te es OO ees ie hae ee Soe SRE ne os We hea ae Bhs SRS BERS a BSE EPH et coe ae tee Beate er Le Fig, | Sop ea aie ee sot wae Ae Ee ile SA = oe aC aae Ces, EON Mey ne pee ing cate Ai Aas oO EBRISE eis he ot ce gn eae = <= nde 
AO Tt Mn eee See ae ai gine Oe Mages ey. Ay Fe aie : ae ae ie te ne at wet iiss / 5 ey “ aire hs eas ean Et iat oe 26 Par eae Mie 7 iawn! a ue iS, Stn you REEL. yp Pe Ne seer ¥ : : i Pata ship ene See eer ete eee 
in aaa as owe SRN ak SOR arse rl Sal Nea Dba Saye ee ay ah Bo ares sae i ciel i RS ERS is SNE ee as aa ae Ana Se ee iS LF Ee Scualgacl Sears ama 2 SR AREA © oR oa BE SS oy ea See iE ae pk Ure Se io ah sh a Na Seca Se aa RR ae OO 


5 
CS ee 
ah 3: 

i, 
ey 


22 


ADVERTISING AGE 
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Beauty Theme 
Is Tested for 
Vernax Polish 


New York, March 29. Presenta- 
tion of Vernax furniture cream as 
an aid to beauty is made in test copy 
in Hartford and Providence being 
run in newspapers by Schieffelin & 
Co. 

The product has had very little 
advertising in the past few years 
but despite this fact its sales have 
held up and recently have shown 
gains that encouraged making plans 
to resume aggressive sales promo- 
tion activities. 


Postpone General Campaign 


Tests will not be 
several months, according to an of- 
ficial. Detailed plans for a general 
campaign will be made probably at 
the conclusion of the tests, which 
are still too young to have produced 
reliable results. 

Treatment of the copy is similar 
to that given women’s facial creams. 
The approach is entirely different 


BEST BY COMPARISON 


-AJAX=__ | 
PHOTOSTAT | 


COPIES 


«=e LET US SERVE YOU a= 


33W.ADAMS ST. CHICAGO ) 


completed for 


from that employed in Vernax adver- 


Send for McCandlish... 


The story behind some ofthe most beautifully 


tising several years ago. Display 
copy announces “a ‘beauty cream’ 
for furniture, a new way to beautify 
and preserve furniture makes 
spring cleaning easier.” 

Women cosmetic and soap users 
read familiarly that “Vernax is a 
wood tonic which actually feeds the 
pores of the wood with life-giving 
vegetable oils,” and “your furniture 
will not look ‘shiny’ after it is Ver- 
naxed; instead it will have that rich 
luster that makes it look as new as 
the day you bought it.” 

Test copy varies in size from 1,200- 
line displays to small reading notices. 


Harry Phelps Joins 
Needham, Louis & Brorby 
Harry E. Phelps has joined Need- 

ham, Louis & Brorby, Chicago, as ac- 

count executive. 

He was formerly with U. S. Rubber 
Company, and was advertising and 
sales promotion manager for Kraft- 
Phenix Cheese Corporation. Mr. 
Phelps was at one time a partner in 
the Chicago agency, Brennen-Phelps. 


Oat Puffs Appoint 
Advertising of Plews Puft Prod 
ucts Corporation, Buffalo, N. Y., 
maker of Oat Puffs, has been placed 
with Calkins & Holden, New York. 


Crucible Steel Appoints 

Crucible Steel Company of Amer- 
ica, New York, has appointed Paris 
& Peart, Inc., New York. John B. 
Bissell is account executive. 


lithographed displays and posters in America is 
that the buyer discovered that McCandlish makes 
a fetish of faithful reproduction, thus giving the 
poster the full advertising benefit ofall the beauty 
and color inthe original finished sketch. For post- 
ers of any size and for advertising displays, it will 
pay youtoseeorwrite A.R.McCandlish,President. 


LITHOGRAPH 


McCANDLIS 


ROBERTS AND STOKLEY AVE., PHILADELPHIA, PA. 


CORPORATION 


New Rate-Card 


A new rate-card, carrying a 


modest increase in advertising 
rates, has been issued by 
Advertising Age, effective 


April 15, 1934 


Until that date advertising orders 
will be accepted for space to 


be used within twelve months 


at the present rate schedule. 


Advertising Age 


THE NATIONAL NEWSPAPER OF ADVERTISING 


Getting Personal 


Edward D. Hill, sec. & treas. of McCann-Erickson, spends his spare 
time in the southwest studying the American Indian on his home 
ground. He is an authority on Indian lore and handicrafts, and takes 
pride in his library on these subjects. 


The men of the Erwin Wasey staff gave Dick Ferry a bachelor 
dinner last week that he will remember all his married life. The 
promising young research man was married the next day to Margaret 
Sillman. 


Albert Sperisen, Lord & Thomas, 58. F., 
collection of rare books “Catechismus Ex Decreto Concilii Tri- 
dentini Ad Parochos.” In case you’re rusty on your Latin, it may 
be added that this is the Trent Catechism printed at the Aldine 
Press in 1567. It is the first translation ordered by the Catholic 
church from Aldus, one of the early advertising men recently fea- 
tured by Kimberly-Clark. 


has just added to his 


Harlan Eugene Read, author of “Read's Salesmanship,” is the 
news broadcaster on WOR. His book has been a best seller in the 
business class for 22 years and still pays him $500 a year in royal- 
ties. . . John Ellington, Federal writer, who once taught school in 
the Kentucky mountains, is contemplating a book on hill billy do- 
ings. 


Evalyn Grumbine, Child Life’s advertising chief, and her hus- 
band, Dr. McNally, have returned from a trip to Cuba, Panama and 
the Pacific Coast. An incident was the purloining and subsequent 
recovery (too late to prevent its replacement) of all their luggage... 


George Williams of Liberty, and his wife, better known as Mildred 
Taylor, will sail for Bermuda next week, where they will join the Ray 
Rubicams. George leaves word to advertisers to forward duplicate 
copies of contracts to the Castle Harbor Hotel. M. H. Tillit, 
Erwin Wasey writer, is the author of the article, “Repeal a la Carte.” 
in this week’s Liberty. 


Ted Patrick and Collier Young, Y&R writers, and Vaughn Flan- 
nery, art director at the same agency, together with their friend 
Ludwig Bemelmans, the Bavarian artist, 4wn the controlling interest 
in the famous Hapsburg Restaurant on East 55th. The place has been 
popular for a long time with advertising people, but the regulars have 
been getting a good elbowing recently from the social registrites, who 
like the food and Bemelmans murals, too. 


Jack Boyle, of McCann-Erickson, subject of a recent item on ship 
modeling, has progressed with the hobby to where he is planning a 
public exhibition the first week in May. 


John Straley, editor of the “Bawl Street Journal” and one of the 
best securities sales managers, is an ardent contributor to the pulps. 
He belongs to the American Fiction Guild and his work has appeared 
in most of the leading air-war magazines. 


John Groth, who though only 26 years old, is art director for 
Esquire, will sail for Europe April 7 to have a look at the continent 
and the British Islands. He will do some serious sketching while 
abroad. 


Herman Black, of the Chicago Evening American, is a pretty good 
amateur painter. Henry Ewald was one of the committee of the 
National Automobile Chamber of Commerce which negotiated the set- 
tlement of the labor difficulties. 


Howard Dreyer, Wachine Design, is receiving congratulations. The 
bride is the former Mrs. Manning Vaughn, widow of the sports writer. 

Charles Francis Coe, agency man and author, who spoke at the 
Boston Advertising Club last week, insists that he is the shrinking 
type and prefers solitude. R. T. Van Norden, of Emil Brisacher & 
Staff, and H. P. Houston, publishers’ representative, were the winners in 
the San Francisco Advertising Golf Association’s first tournament of 
the season. Do they have winters in California? 


Carl E. Shumway, of the Franklin P. Shumway Company, told of 
the delights of skiing in a radio broadcast for the New England Coun- 
cil recently. He spoke from experience. Charles H. Bateman, gen- 
eral manager of the Messenger-Gazette, Somerset, N. J., recently under- 
went a serious operation. 


E. Willis Jones—‘Bill” to his friends—can get a job wherever a 
good voice is appreciated if his work as art director of Needham, 
Louis & Brorby, Chicago agency, ever stales. He flashed a swell 
baritone at a social gathering the other night. 


Percy O’Gorman, Brearley v. p., is a well-decorated war hero, but 
dismisses talk of the matter with, “I’m not the guy who won the war.” 

Harry Schreier, Reese a. e., has one of the best collections of 
stories extant. They all deal with the unconsciously humorous re- 
marks and questions made and asked by clients and others. 


Young Mike Hughes, the New York Sun's advertising editor, is 
finding it no easy task to become acquainted with the newspaper's 
small army of editorial workers. His most serious blunder so far was 
to mistake the important person of Ward Morehouse, the Nun's dra- 
matic critic, as someone who should do the fetching of paper and 
pencils. Mike blushingly admits that Morehouse is a swell guy not to 
have socked him. 


Maxwell Pitkin, Erwin Wasey writer, used to edit Cosmopolitan’s 
house publication, “The Better Way,” making of it a promotion piece 
that the advertisers actually cried for. 

Bob Blake has created the profession of art broker in Chicago, 
selling the work of a group of aspiring youngsters and giving advice 
to advertisers and agencies. Bob is a brother of Frank Blake, of 
Kimberly-Clark fame. 


C. C. Weed, WEBNX representative, is the brother of Joseph J. 
Weed. New York representative of the New England Network. 
Don Cornell, assistant promotion manager of Cosmopolitan, is the 
brother of Paul Cornell Bill Metzger, Royal typewriter a. m.., 
is not related to George P. Metzger, v. p. of Hanff-Metzger, Inc., the 
Royal typewriter agency. 


A. G. Ensrud, assistant space buyer at J. Walter Thompson. 
Chicago, is supposed to be a whistler of note, but he couldn't make 
a couple of clerks in a music store believe it the other day. Ensrud’s 
rendition of the record he was looking for left the salesmen as much 
in the dark as ever 


a ace 


D.M.A.A. Meets 


in Baltimore 


New York, March 29.—The first 
stop in the new “traveling convey. 
tion” of the Direct Mail Advertising 
Association will be in Baltimore, 
where a four day exhibit and meet. 
ing will open April 3, it was ap. 
nounced at headquarters today. 

The idea of holding a traveling 
convention, which will cover 15 leaq. 
ing cities, rather than one nationa] 
meeting as in the past, is a new one. 
and is being attempted by the D. \. 
A. A. for the first time this year. 

The Baltimore meeting will be 
conducted under the joint auspices 
of the D. M. A. A. and the Advertis. 
ing Club of Baltimore, and will con. 
sist of exhibits showing 49 ways to 
use direct mail, the 50 direct mai] 
leaders, and an exhibit of materials 
and equipment, as well as a series 
of meetings. 

Bernard Lichtenberg, vice-presj- 
dent, Alexander Hamilton Institute, 
will be the speaker at the advertising 
executives luncheon on April 4. 

The conferences and exhibit wil] 
be at the Emerson Hotel. 

Following the inaugural program 
in Baltimore, the next city will be 
Atlanta, where meetings will begin 
April 10, with New Orleans, Dallas, 
Oklahoma City, Kansas City, Minne- 
apolis, Milwaukee, Detroit, Cleveland 
and Pittsburgh following. The “tray- 
eling convention” will then go to 
Boston for the annual business meet- 
ing of the association which starts 
Oct. 9. The New York showing will 
occur the week of Oct. 15, and Phila- 
delphia, Cincinnati and Chicago will] 
follow. 


All kinds for packaging, decorations, 
etc. Also address labels. 33 years 
experience. Ask for free samples 
and low prices. 


ST. LOUIS STICKER COMPANY 


1912 Pine St., St, Louis, Mo. 


SALESMEN 
WANTED! 


Experienced, reliable sub- 
scription salesmen wanted 
by leading business publica- 
tion to work in New York, 
Boston, Philadelphia or Chi- 
cago. Salary to qualified 
men. Address Box 1000, 
care of Advertising Age. 
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Crfey 4 
STAR HOTEL 


in New York 


& for BUSINESS... 1 block from 
Times Square, 3 blocks from 5th 
Ave. Underground passageway 
to all subways. 


*& for DINING...3 restaurants 
to choose from—coffee room, 
tavern grill, main dining room. 
Breakfast from 30c Luncheon/rom 65¢ 
Dinner from 85c 

* for RECREATION...69 fine 
theatres within 6 blocks. 1 block 
from Broadway...4 short blocks 
to Madison Square Garden. 


& for QUIET SLEEP...32 stor 
ies of fresh air and sunshine 
high above the street noises. 


1400 large rooms ..each with 
bath {tub and shower} servidor 
and radio. 

SINGLE from $2.50 
DOUBLE from $3.50 
Specia! Rates for Longer Period® 
Send for booklet "M” 


QAil 
LINCOLN 


JOHN T. WEST, 
General Manasit 


44th TO 45th STS. AT 8th AVE. - NEW YORK 
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Keep Posted By Using 
:|This Independent Audit 


“OF National Magazine 
“|Advertising «+ +> 


A NUMBER of the foremost adver- 

tisers have used for years and at- 
nat test in the highest terms that NATIONAL 
al ADVERTISING RECORDS furnish the, 
= most dependable means of keeping in- 


formed of the activities of advertisers in 
the national magazines. Others will use 
this service regularly when they realize 
how completely it analyzes in space and 
cost all advertising appearing in the 
national magazines and how fully it keeps 
them posted on the activities of adver- 
tisers—competitors included. 


ae, 


The illustration shows the manner in 
which data is presented on the individual 
advertiser. Advertisers are grouped in 
twenty-four product classifications. These 
major classifications are broken down 
into fifty-two sub-classifications. 


The monthly analysis of magazines 
advertising shows for each publication: 


Monthly totals in both lines and dollars 
with comparative data for corresponding 
months of the previous year and percent- 
ages of increase or decrease. 


43 E. Ohio St. 
Chicago 


UN. 
7 


Write either office for further information 


The Advertising Record Co., Inc. 


ATIONAL ADVERTISING | 


E CORDS. 


JANUARY 19% 


FEBRUARY 19s 


MARCH i9é 


SPACE — $COST| SPACE — $COST] SPACE — $COST 
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A—Passenger Cars 


AUBURN AUTOMOBILE COMPANY 


Auburn, Ind. AUBURN CAR 


ee 


BUICK MOTOR COMPANY 


Plint, Mioh. BUICK CAR 

[COLLIER'S 2 5000 

LITERARY DIGEST) P2 2lp0 

NEW YORKER SCCP-1 1300 

SAT EVE POST CP-2 10350 P-3 7200 
CP2 2185 3 


Cumulative totals in lines and dollars with 
cumulative comparative totals for the pre- 
vious year and percentages of increase or 
decrease. 


Monthly totals of advertising pages, num- 
ber of advertisements and number of color 
pages, with comparative data for corre- 
sponding months of the previous year. 


The division of advertising volume into 
space units with the number of full pages, 
three-quarter pages, half pages, etc. 


Monthly comparative data by product 
classifications and sub-classifications. 


Four methods which permit equitable 
comparison with other magazines by using 
three major factors; rates, circulations and 
page size. 

Comparable data is also available on 
the national and sectional farm publica- 
tions, Canadian magazines and farm 
papers, network and spot Radio Broad- 
casting. 


330 W. 42nd St. 
New York 


Symbols indicate size of 
space, bleed and color 


pages and covers. In 
the case of weekly mag- 
azines, the issue of the 
month is indicated. 
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Ce See a ree 


ADVERTISING AGE 


March 31, 1934 


Frank Kane Joins 


Campbell-Ewald Co. 


Frank G. Kane has joined the 
Campbell-Ewald Company as a vice- 
president. He will supervise the ac- 
count of the Pontiac Motor Company. 

Mr. Kane has been with Erwin, 
Wasey & Co., New York, for nine 
years. He was formerly with Mac- 
Manus, Inc., Detroit, and at one time 
was magazine editor for the Packard 
Motor Car Company. 


Bean Neel Divecter 
H. D. Bean has been elected a di- 
rector of the General Paper Company 
and appointed vice-president and gen- 
eral manager of the San Francisco 
division. 


JESS H STRIBLINIC 
AND ASSOCIATES 


“ADVE 


ERTISING ART 
225 N. MIC 


RAL 15990 
IGAN AVE’ CHICAGO 


ENVELOPES 


ORIGINATORS — DESIGNERS — MANUFACTURERS 
SALES PRODUCING ENVELOPES 


Commercial, Window, Catalogue, and Special 
Sizes. All Stock Sizes Can Be Delivered 
Within 24 Hours 
MILWAUKEE ENVELOPE MFG. CO. 
H. 1. Goodere, Chi. Mor. S. 0. Howard, Secy. 
ey News Bidg. 1129 No. 7th St. 

tate 5161 Milwaukee, Wis. 


PHOTO COPY CO. 
225 N. MICHIGAN AVE 


STA.4047 
919 N.MICHIGAN AVE 
/UP. 2621 
221 N.LA SALLE /TREET 
RAN. 3270 


need this! 
Geono-print 


ae 


A quick and economical 
lithographic method of 
facsimile reproduction 
(Specially adapted for short 
run work) that will afford 
you a substantial saving 
on many of your printing 
requirements. 


Write or phone us for Samples 
and complete information 


Econo-print Department 


MAGILL-WEINSHEIMER COMPANY 
1333 SOUTH WABASH AVENUE, CHICAGO 
Telephone Calumet 7200 


ee ee 
'VE FOUND 
THE BEST 
HOTEL VALUE 
IN NEW YORK 
CITY 


Just think ....a mod- 
ern, new hotel, in the 
heart of New York— 
200 feet from Broad- 
way on 45th Street. 
A room and bath for one, 
$2.50; for two, $3.50. 


\/ 


It's the 


BN\ 
‘AA\ PICCADILLY 


45th STREET end BROADWAY @ NEW YORK 
William Madlung, Mng. Dir. 


DRIVE FOR SALE 
OF ONE MILLION 
COPIES OF BOOK 


(Continued from Page 1) 

The present outlook is that this 
“saturation” will not be attained be- 
fore the book has reached a phenom- 
enal total sale of 1,000,000 copies and 
finds its place “between the Bible and 
the cook book” in the average home 
from coast to coast. 

That this is not an unreasonable 
expectation is proved by the fact that 
“Anthony Adverse” has already sold 
more than 400,000 copies in the past 
nine months. During this time, its 
advertising has passed through five 
phases, presenting an _ interesting 
study of effective use of various ap- 
peals and adaptation of copy to 
changes in public sentiment and the 
book market generally. 

Farrar & Rinehart, 
the 1,200-page historic novel by Her- 
vey Allen which sells for $3, plan 
to feature its great family appeal in 
one of the next phases of the cam- 
paign. 


publishers of 


Use Direct Appeals 

In the sixth phase, just starting 
in the regular schedule of five metro- 
politan New York newspapers and 
15 dailies in other large cities, a va- 
riety of appeals will be used. The 
84-line advertisements give reasons 
why certain individuals should buy 
the book, and copy is addressed to 
“those whose adventure is business,” 
to “those who would live dangerous- 
y,” those whose chief interest is re- 
ligion, those who live a contempla- 
tive life, those of romantic impulses, 
those who go to sea. 

Up to January 1, 315,000 copies of 
the book were sold and since then, 
nearly 100,000 more. Laurels are 
conferred upon Stanley Rinehart, 
president, and John Farrar, editor, 
for developing this huge sale on an 
approximate advertising expenditure 
of $40,000. Credit also is given the 


agency, Franklin Spier and Aaron 
Sussman, Inc. 
Selling a popular book is not a 


matter of mere laying of plans, prep- 
aration of standard copy, scheduling 
and issuing insertion notices, the 
agency points out. With “Anthony 
Adverse,” at any rate, it has been 
a case of consistent effort applied 
day in and day out and will doubt- 
lessly continue to be, even though 
the novel has now become a “staple” 
product. 

Advertising conferences are held 
each morning between the agency 
representatives and Messrs. Rinehart 
and Farrar. At them, general plans 
are laid, current developments and 
sales sensitively analyzed and frevi- 
sions and readjustments made to 
get the maximum advantage from 
each piece of copy. That this close 
control pays is demonstrated by sales 
figures since the first of the year, 
which show total sales have risen or 
dropped in direct proportion to the 
amount spent in advertising. 


Most Successful Advertisement 


At first, the problem was to make 
the public believe that “Anthony Ad- 
verse” is an enjoyable book to read, 
and worth the time necessary to per- 
use its 1,200 pages. The next aspect 
of the general campaign was to prove 
its high standing in professional 
critical circles. 

The most successful single adver- 
tisement in the series was one which 
ran a full page (tabloid size) under 
the heading: “I have just read the 
first three hundred pages of Anthony 
Adverse.” 

About 300 words summarized the 
high spots, from a woman reader’s 
viewpoint, in those first 300 pages. 
Following this was a brief para- 
graph, indicative of future interest 
and excitement: 

“T have read only a quarter of 
the book.so far. . . The armies of 
Napoleon have just begun to roll 
down upon Italy. . . Anthony Ad- 
verse is taking ship for Cuba on the 
first farflung adventure of his life 

and still there are 900 pages 
to do.” 

Copy 


of this size was run occa- 


BOOK JACKET SERVES MANY PURPOSES 


Jacket for "Anthony Adverse," which, in whole and in various parts, 
has served valiantly in advertisinng the book 


sionally, followed by smaller inser- 
tions down to “trip hammer” 25-line 
advertisements used to remind read- 
ers two or three times a week after 
one of the large pieces of copy had 
been run. 

Early in the program a series of 
advertisements showing the book at 
an acute angle and employing the 
racing coach and horse illustration 
which has since become almost a 
trade mark was used. 

An editorial running two columns 
in the Kansas City Star made an- 
other large advertisement, for it was 
considered unusual for a newspaper 
to permit criticism of this nature to 
jump from book to editorial columns. 


Use Jacket in Many Ways 


A color post card of Anthony was 
prepared and 500,000 sent out to deal- 
ers and prospective readers. 

Originally, the jacket was plain. 
The agency thought it would do a 
better selling job if it revealed some 
of the glamor and romance of the 
story. <A lithographed poster was 
submitted and finally adopted for the 
jacket Jan. 1. 

Details of this poster have been 
used in many ways. It was run in 
halves in some of the large advertise- 
ments. It is now serving as an 
identifying device in swinging from 
one phase of the continuous cam- 
paign into another. 

At one stage in the program, a 
series of small advertisements carry- 
ing the title and a punch line fol- 
lowed the rapidly rising sales. 
Again, when the book was introduced 
in England, where it quickly became 
a best seller, conservative English 
style copy was printed. 

Another large play was made on 
the face that “Anthony Adverse” is 
eminently successful in England, 
France, Holland, Germany, Denmark, 
Sweden and Italy. 

The phase which is just closing 
embraced a _ series of ‘memorable 
scenes” from the book. It was prin- 
cipally devoted to illustrations. Paul 
Brown was selected to do the draw- 
ings, since the book itself contains 
none. 

Because the book trade favors gen- 
erally the list of a publisher who has 
attained great success on one book, 
some of the advertising recently has 
played up other Farrar & Rinehart 
books and coupled the advertising of 
some of their heroes, such as An- 
thony and mae Merriman. 


McQuigg iin Agency 


Frederick W. McQuigg, formerly 
dramatic and picture critic for the 
Chicago, Evening American, has be- 
come a member of Gerson-Hampton 
Service, Chicago publicity firm. The 
name will be changed to Gerson- 
Hampton-McQuigg wareree. 


Gilmore Oil Appoints 


Botsford, Constantine & Gardner, 
Los Angeles, has been named to 
handle advertising of Gilmore Oil 
Company, Ltd., Los Angeles. An ag- 
gressive campaign on Red Lion gaso- 
line will be released within the next 
two weeks. 


King Broadcasts Twice 


Wayne King’s orchestra, sponsored 
by Lady Esther Company, will be 
heard Sundays at 10 p. m., starting 
April 15, over CBS, in addition to 
the present broadcast at 10 p. m. 


Monday. 


Speed Featured 
In New Dr. West 


Dentifrice Copy 


(Continued from Page 1) 
tions will be used for spot broadcast- 
ing in other cities and an extension 
of the network itself will be consid- 
ered later. 


Faster Dentifrice Needed 


The new, faster dentifrice was de- 
veloped, according to Mr. Laird, as a 
result of the discovery that, con- 
trary to general opinion, the person 
who spends an average of from three 
to four minutes brushing his teeth 
is indeed rare, and that therefore, 
dentifrices which were prepared to 
accomplish the cleansing task in that 
length of time were outmoded. 

According to the company, a sur- 
vey conducted by Dr. William A. 
Feirer revealed that instead of three 
or four minutes, most persons spent 
hardly a minute at the task of tooth- 
brushing. Thirty seconds is ordinary, 
his report states, 45 seconds unusual 
and one full minute rare. 

J. Walter Thompson Company, 
Chicago, is the Western agency. 


Hiram Schuster to 
“The Chicagoan” 


Hiram G. Schuster has been ap- 
pointed advertising manager of The 
Chicagoan magazine. 

Mr. Schuster has been with the 
Chicago Tribune and Chicago Daily 
News for twenty years. He was direc- 
tor of advertising for the News under 
the late Walter E. Strong. 

He succeeds Arthur E. Holt, re- 
signed, who was advertising manager 
for two years. 


Bullard to Griffith 


Robert F. Bullard, formerly com- 
mercial representative of station 
WSUN, St. Petersburg, Fla., and at 
one time with the Jndianapolis Star 
and station WKBF, Indianapolis, has 
ge the Griffith Advertising Agency, 

ee tersburg, as account executive. 


Two hoe F rental Rose 


Frankel-Rose Company, “Chicago 
advertising agency, has been ap- 


pointed to direct advertising of Avon 
Laboratories, Chicago, makers. of 
L’Orday Air Perfume, and Vacu- 
matic Carburetor Company, Wauwa- 
tosa, Wis., carburetor device. 


Classified 
Advertising 


The rate for this department is 49 
cents a line 


(not agate line); minj. 
mum, $2. 
PUBLICATIONS 
Cover all Chicago advertising 


agencies, advertisers, solvent print. 
ers and the ad trade with a $1 mini. 
mum 3-line classified ad. Free sam. 
ple copy on request. The Font, 417 
N. State St., Chicago. 


—— 
—=—! 


POSITIONS WANTED 

~A salesman who Knows the technic 
of selling space measured by service 
to industry rather than “so many 
thousands circulation.” Has car and 
willing to take on any territory for 
a reliable publisher. Box 445, Apver. 
rising AcE, New York. 


Here is your opportunity to get a 
good man cheap. We know of a man 
who has had 20 years’ experience jp 
advertising and _ sales promotion, 
Good on direct mail, copy, layouts, 
mail order sales and office manage. 
ment. A hard worker, prolific with 
ideas. Age 46, married and _ thor- 
oughly dependable. Will consider 
any position that pays a fair, living 


wage. Wade Advertising Agency, 
Chicago. Write or phone. 


HELP WANTED 


Advertising Manager. Only na- 
tional magazine in industry with 16 
to 20 billion invested. Income, under 
depression, over 1 billion annually. 
Potential controlled circulation over 
200,000. Tell what you did last year, 
not 5 years ago. Box 446, ADVERTIS- 
ing AGE, Chicago. 


A nationally known photographic 
studio with headquarters in New 
York City, requires the services of an 
experienced advertising sales repre 
sentative for the City of Detroit. 
Would prefer man between 30 and 35 
years of age with proven sales back- 
ground and connections in Detroit. 
Give full details. All replies treated 
confidentially. Write Box 447, ApvER- 
TISING AGE, acsatieci 


Weekly Cetin pra 


The religious weekly, Congrega- 
tionalist, will change its name to 
Advance with the first issue of April. 
Hubert C. Herring has joined the 
staff as associate editor. 


Buys Meadows Plant 


Hurley Machine Company, Chicago, 
maker of Thor household washers 
and ironers, has purchased the build- 
ings and equipment of Meadows Mfg. 
Company, Bloomington, III. 


Gets Old King Cole 


B. Wasserman & Co., New York, 
have appointed William Irving 
Hamilton, Inec., New York, to direct 
advertising of Old King Cole Smok- 
ing Mixture. Magazines will be used. 


Pearson Joins Weekly 

G. M. Pearson has joined the ad- 
vertising department of the United 
States News, Washington, D. C. He 
will have headquarters in New York. 


—— 


ers. 


| 


Eis I 


Dependable, complete—including 
615 Brand names as well as per- 
sonnel and advertising agencies 
of Distillers, Wineries and import- 
Now available at the nom- 
inal price of $10.00. 


330 W. 42nd STREET 


ISHING CO." 


NEW YORK 
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— _ ideas that inject new sparkle into copy 

that are human and appealing? 
ne j There is one infallible source for .deas— contact, personal relationship, talking with the “other 
yrega- fellow, learning first hand of his problems and his attempts t0 solve them. 
ie to 
— And in business, in salesmanship, in advertising, one thing !5 certain. Unless We dig up new ideas 
e . 
constantly, we are going backward. Ideas mean money — !° you— to your clients — t° your firm. 
at Where do YoU get ideas? Are your present personal contacts sufficient? 
ice 
ishers Every two weeks @ group of advertising men gather for an informal luncheon at the Hotel 
= Sherman and come away primed and enthusiastic with new ideas. They have talked with men of 
wide experience in many different lines. but with problems fundamentally the same, and they 
e have learned what the “other fellow” is doing- 
Be The talk has not concerned itself with elemental principles these are taken for granted — but 
be it has been 9 out ways and means, new campaigns, "ew pproaches, new angles and results. 
> used. And every man has received practical, helpful, workable ideas that he can use OF adapt. 
Rly There's nothing dry oF formal about these meetings- There are no minutes” oF committee reports 
“= and the men who attend are awak and alert. You'll get something and give something when 
oe hem because these are the men who are “going places” and “doing things.” 
y isi n in Chicago i o attend the meetings of the Direct Mail Advertising 
i - | the Aquarium R ° econd and fourth Thursday 
‘ ' ' : : 


THE ENGRAVING HOUSE 
717 5sOUTH WELLS STREET ° 
HARRY NEAL BAUM, Advertising and Sales Promotion Manager of MacRae’s 
ganization close to his heart in the Copywriters Forum. 
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GIVES INSIDE DOPE ON REFRIGERATORS 
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APRIL | 


CE OF CHAMPIONS 


Teaser outdoor poster going up April | for Shell Petroleum Corporation, heralding an unusual new drive 
which will start on Friday, April 13. 


HUMOR DOES JOB YES, THIS GIRL IS LOVELY, BUT— 


BACK 
THERE! HE OUGHT TO 
USE ATLANTIC 


WHITE FLASH PLUS 
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WHITE FLASH (PLUS 


ATLANTIC WHITE FLASH PLUS — P/CK-U/P/ 
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GENERAL @ FLECTRIC 
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LA SALLE AT WACKER DRIVE PHONE FRANKLIN $720 
. awe ere 
. Avave 1609 NM Aahtend Avecoee 
Sj eabee Avween 


Unusual newspaper advertising now being used by General Electric 

Refrigerator dealers, pointing out the “behind the scenes" work of 

producing champion athletes and champion refrigerators. Maxon, 
Inc., is the agency. 


eeu 


Photograph a Grancel-Fitz Studio being used in special newspaper 


ATLANTIC WHITE FLASH PLUS — POWER / copy for Lifebuoy, placed by Ruthrauff & Ryan, Inc. 
FOR A NEW PRODUCT Typical cartoon advertisements 
soins Ahatli eae -eppcees © Cane er ATTRACTIVE PACKAGE FOR RAINCOATS 


papers for Atlantic White Flash 

gasoline. The three gentlemen 

have already created much com- 

ment. N. W. Ayer & Son are in 
charge. 


HORRIBLE EXAMPLE 


agence: 


abrofit, by this Example 


New "double-quick"’ tooth paste, new cartons, and a new radio 

campaign constitute Dr. West's latest bid for business. One of the 

live Louisiana racing turtles being given in connection with the radio 

program is shown under the watchful eye of his sponsor. (Story on 
Page |.) 


SHOWS PUBLIC HOW GOODS ARE MADE 
S-T-R E-T-C-H-I-N-G Did This 
—and stretching the foot 


muscles is distorting the 
feet of 72% of our children. 


When this woman was a baby in Ubangi, they put pegs in her 
mouth to stretch the lips. Then, gradually, the size of the peg 
was increased. Above is the result. 


If the toes of your child's feet point OUT, instead of IN; if 
the heelbone turns under; if the heels of his shoes run down 
at a sharp angle, the foot muscles and leg muscles are being 
stretched out of shape 


ee) 
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if . a Muscle Builder Shoes are the ONLY SHOES IN THE 
' « WORLD that are scientifically counstructed to prevent “weak 
» = Q foot”+and build strong muscles. Muscle Builder Shoes are 
Be 2 r % the only shoes with the 3 fibre 
- Be at * “plugs” in the heel. Insignifi- 
. , cant though this may seem, 
o , this iaa VITAL feature. It is = 
. petented by the United States : 
Government. i 
Muscle Builder Shoes cost a = 
little more than ordinary shoes, = ? 
but they are worth it in the ome mene 
_ ; — - Griffin Advertising, Inc., Cleveland, has worked out this new package 
One of the interesting exhibits now being shown at Marshall Field & Newspaper advertising which dra- for Arrow Importing Company. It will serve as the regular package, 
Co., Chicago. This display shows how Paris styles are translated into matizes the evils of poorly fitting the "Stormy Weather" book package shown in the upper right being 
gowns for Field customers. (Story on Page 16.) shoes. (Story on Page 19.) reserved for gift purposes. 
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